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MIDLANDS 
MARKET 
SURVEY 


on purchases and 


brand preferences of 
\ 20 everyday house- 
JOHN B BULL hold commodities 


ef 0200 asanine 


\ \ A sunver 1) aa 1,600,006 housewife-readers of JOHN 


ei con ADVERTISERS ‘RR Cs BULL spend freely ona wide variety 
i \ ia of branded produces. Their enormous 
buying power, their brand-conscious- 
ness, their brand preferences, are 
described in a report on a new 
Odhams Survey, to be published on 
Monday, May 18, and available free 
on application. 


The important facts revealed in this 
Report, coupled with the low cost of 
space in JOHN BULL flower than in 
any mrass-sale general weekly), de- 
mand a place for this influential family 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, w.c.2 
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F. JOHN ROE LIMITED 


Incorporated Practitioners in Advertising 
ROE OUTDOOR ADVERTISING 
LIMITED 


T'V—Medium for 
hard selling 


Sik,—-The proposals of the 
JIPA and ISBA for sponsored 
TV in Britain lead me to wonder 
if these bodies have their collec- 
tive tongues in their corporate 
cheeks, [heir joint statement 
says that “the purchase of time 
on a competitive TV station will 
be broadly anaiogous to the pur- 
chase of space in a newspaper.” 

But how many publishers would 
dare to say “I am going to pro- 
duce a journal with a vast circu- 
lation and distribute it free of 
charge. | will finance the venture 
entirely by contributions from 
advertisers, ‘The advertisers will 
have no direct control over the 
editorial matter. However, in 
compensation for the money they 


IN THIS ISSUE— 
Miles Thomas Report examined 
- page 300, 

NEXT WEEK: Survey of 
Australian markets and media. 


pay me, I will allow them to insert 
advertisements which must com- 
ply with rigid regulations which 
1 will lay down, But woe betide 
any advertiser who attempts to 
make his advertisement interrupt 
attention to my editorials?” 

Yet this is the essence of the 
principles on which it is proposed 
TV should be organised. They 
seem to overlook completely that 
the primary purpose of sponsored 
TV is not to provide the British 
viewer with an alternative to 
B.B.C. programmes, Its first aim 
must surely be to sell goods on 
behalf of the advertisers who 
finance it. And unless human 
nature experiences a sudden and 
remarkable change, the “piper- 
payers” are going to want to call 
the tune. 

If we must have commercial 


To The Editor. ‘ 


TV to make the business of ad- 
vertising more efficient, let us at 
least’ be honest with ourselves 
about it. Let us not imagine that 
it can be a superior top-hatted 
affair that almost apologises for 
its attempts to sell. The advertiser 
spending vast sums of money on 
IV is surely entitled to get value 
for money—and that means sell- 
ing power. It will be strange in- 
deed if he feels that he is getting 
value for his money unless ke 
himself has full control over the 
spending of it. However spon- 
sored TV may begin, contro] must 
eventually go to the man who 


pays. 

And that will not be entirely 
bad. The advertiser is the last 
person to want to offend his 
audience. His job is to sell—and 
you can be sure that if he is out 
to sell he is going to see that his 
audience get what they want— 
whatever that may regrettably be! 


T. G. HARTSHORNE. 
3 The Park, 
London, N.6. 


Quiet in the copy 
department 


¢ Sir,—May I point out to your 
correspondent who shouts so 
wildly from behind the initials 
J. W. (April 16), that copywriters 
in English agencies are, by their 
own efforts, slowly improving 
their working conditions, but that 
if he seriously wishes to chal- 
lenge the basic need of copy- 
writers for quiet within the copy 
room, | shall be delighted to take 
the matter up with him, and that 
if he decides to advance into 
the open Mr. Sagar and I will 
vie with each other to be the first 
to congratulate him. 


S. W. BaRTRUM. 
48, Leinster Square, 
Bayswater, W.2. 


Bustle and colour 


Sir.—l am sure that I never 
mentioned, or even implied, that 
“offices in quiet thoroughfares” 
were required! On the contrary, 
the bustle and colour of a great 
city is often most stimulating. 
My plea was that copywriters 
deserve something better than a 
noisy corner of the studio or pro- 
duction department if they are to 
produce good and efficient work. 
In many agencies they are well 
looked after in this regard, but in 
others there is still much to be 
desired. 

C. C. SAGAR. 
Amersham, Bucks. 


‘Now’s your chance’: 
What BBC told 
the panel 


Sir,—I see that most of your 
correspondents (April 30) were 
disappointed with the B.B.C. 
broadcast “Now's your chance to 
ask questions about advertising,” 
but Mr. Skingley, the questioner 
from Coventry, gives the answers 
to most of the criticisms. 

The audience consisted of non- 
advertising people; the cut ver- 
sion (30 minutes out of 1} hours) 
was destined for the Light Pro- 
gramme; this was impressed on 
the panel by the B.B.C. officials, 
who besought us not to be too 
heavy; in case the rest of us 
failed to be entertaining, one star 
was inciuded, 

Apart from the fact that lack 
oi entertainment value (by B.B.C. 
Light Programme _ standards) 
would lead to the cutting out of 
answers, it is probable that the 
light-hearted treatment was most 
likely to appeal to the audience. 
Whether we used well the first 
chance given by the B.B.C. to 
advertising to “speak for itself” 
is a matter of opinion, but the 
circumstances were unfavourable 
for the kind of talk that can well 
be addressed to serious students 
of advertising. 


ELior WARBURTON. 
Richard Hudnut Ltd. 


Salesmanship 


at the counter 

Sir,—C. Sidgwick in his letter 
(April 30) counter-replying to 
Mr. Lindsell-Stewart’s article on 
“Shop Display” appears to argue 
against himself. 

If 1 may take his last para- 
graph first, in which he states that 

mail order is increasing be- 
cause of its counter-salesmanship 
i.e. the printed postal shot on the 
breakfast table has learned its 
art—it would seem to indicate 
that the human salesman is not 
essential, a point which he refutes 
in his third paragraph, 

What Mr. Sidgwick has done 
is to reach by a round about 
method the very simple conclu- 
sion that the better the advertis- 
ing, whether by direct mail shot, 
press advertising or display card 
(on the counter or in the shop 
window) the more it sells, a point 
which many showcard manufac- 
turers have been trying to make 
for quite a time now. 

Perhaps both Mr. Sidgwick 
and Mr. Lindsell-Stewart are 


wil gt 
“ransportation advertis™™ 


COMPLETE NATIONAL SERVICE 
LONDON MANCHESTER 

73 Grosvenor St., W.1. 20 St. Ann's Square 
Grosvenor 8228 Blackfriars 9786 


missing the point in supposing 
that one or the other, the proper 
salesman behind the counter or 
the display piece, can be dis- 
pensed with and that only one or 
the other is necessary. In fact, 
both are very necessary. Well 
designed showcards and signs not 
only help to sell a particular 
manufacturer's goods and repre- 
sent one of the most important 
links in his chain of advertising 
impulse, but also help to enhance 
the appearance of the retailer's 
premises. 

E. FREEMAN-KEEL. 
The Acme Showcard & 
Sign Company Ltd. 


The ‘folly’ of 
inviting Bevan 

Sirn,—The Eastbourne Confer- 
ence provided a splendid platform 
for Mr. Bevan’s personal publicity 
campaign and succeeded in weak- 
ening the  public’s belief in 
advertising. 

The folly of such an invitation 
is now obvious. It was obvious 
to me before the event, which 
is why I did not attend. 

It is not incumbent upon a 
victim to assist his assailant. 

D. R. ViCKERS. 
Managing Director, 


Technical Publications (Overseas) 
Ltd. 


Not the agency’s 
view 

last 
TISER'S WEEKLY a letter on “the 


Sir,—In week's ADVER- 
role of the account executive” 
was published with the name of 
this company appended. — 

It expressed views which are 
entirely contrary to the belief 
and practices of this company 
and was written, without 
authority, by a junior employee. 

C. BRUNNING. 
Managing Director, 
S. C. Peacock Ltd. 


33 NORFOLK STREET, STRAND LONDON, WC 2 TEMPLE BAR 2044 (5 lines) 
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WOMAN’S OWN during the first four months of 
1953 carried 313 advertisement pages — an increase 


of no less than 67 pages over the corresponding 
months of last year | 


COLOUR PAGES RESERVED FOR 1953 
ALREADY EXCEED THE TOTAL FOR THE 
WHOLE OF 1952, 


advertising i es 


support! 


. 


Tiead 


Advance bookings for this great national weekly for 
women are at a record level and at the present 
economic rate of 14/- a thoupend and 21/- colow (the 
lowest for any mass circulation colourgravure 
weekly) WOMAN’S OWN fepresents an outstanding 
advertising propositica in the women’s mass market. 


STUART MANDER, ADVERTISEMENT OIRECTOR, GEORGE NEWNES LIMITED, T6WER HOUSE, SOUTHAMPTON ST., LONDON, W.0.2. TEMPLE BAR 4565 (40 lines) 
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A Solus Transforma 
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Solus Sites improve the Amenities 


This photograph of a National Solus Site in a commercial area shows how a derelict 
wall can be cleaned up and re-modelled to become an attractive poster position—and, at 
the same time, greatly improve the local amenities. National Solus Sites are available in 
all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND - LONDON: W.C.2 > - TELEPHONE: TRAFALGAR 4922-3-4 


DIRECTORS: T. A, ALLAM (Managing Director) S. E. CARTER P. W. FELTON R. H. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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homes are their hobbies 
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Right approach 
to display 


—<~98 eeccee 


One of the “Coronation Quartette”’ 


Window link with 
‘Tatler’ 


Displays in four of the Oxford 


Street windows of Marshall & 
Snelgrove, and single window 
shows in each of their eleven 
county shops, is the latest achieve 
ment of Illustrated Newspapers 
-Promotion department in plan 
ning of point-of-sale displays in 
conjunction with The Tatler 
advertisers and their retailers. 
This large-scale link-up has 
been based on Muriel Dean's 
“Coronation Quartette” of 
dresses, which appeared jn the 
April 22 issue of The Tatler. 


ODHAMS: NO NEW 
EVENING YET 


Persistent rumours that Odhams 
Press would take advantage ol 
the relaxation in the restrictions 
on newsprint for new publications 
to launch an evening paper are 
discounted by A. C. Duncan, 
chairman. 

While the possibility of new 
publications is always under re- 
view, he said, there is no immedi- 
ate intention of bringing out an 
evening paper. 

Plans for the evening paper 
which, it is announced, the 
Express group propose to launch 
in Manchester and Birmingham 
are also far from complete 

Asked when cither of them was 
likelv to appear, E. J. Robertson, 
chairman and managing director, 
said: “It may be some months 
yet.” Neither titles nor format 
have yet been decided. 


Scheme to publicise their faith 


Catholies vote on 


national 


‘Advertiser’s Weekly’ Special 


ad. plan 


— . oad 


Se 

LANS, for doctrinal advertising in the national secular 

are now being considered by members, of the, Catenian* 
Association, an influential body of Catholic businessmen. 


Ihe proposal, which will 
be voted on during the next 
few weeks, is that the Asso- 
ciation should “take the initia- 
tive in the establishment of a 
fund for the purpose of adver- 
using Catholicism in the 
national press im a manner 
similar to that carried out so 
successfully by the Knights of 
Columbus ih America.” 

Ihe Knights of Columbus in 
America finance their publi- 
city by a half-dollar levy yearly 
on each of their 800,000 members 
It is understood that the scheme 
in Britain is for subseriptions to 
be voluntary and personal 


Joint action 


Membership of the Catenian 
Association is estimated to be 
about 7,000. It is anticipated 
that any advertising campaign 
would be conducted in associa 
tion with other Catholic bodies. 

A member of the Association 
told ADVERTISER'S WEEKLY 
“You will get no information 


from me-—-or from any member 
of the Association, Anyway its 
too early to talk about the 
matter.” 


* “Catenian’ 


meaning a chain, 


from the Latin catena, 


COLOUR TV SOON 
IN AMERICA 


The Radio Corporation of 
America are ready to start com- 
mercial broadcasts of colour 
television and the production of 
colour sets 

Their system is known as “com 
patible” (i.e. the television broad- 
cast in colour can be received in 
black and white also). 

Viewers can also contro] colour 
intensity, and those watching 
colour can switch to black and 
white by the turn of a knob, 

Some people in America are 
forecasting colour television on 
a commercial scale by Christmas. 
Others consider that by Christ 
mas 1954 colour television will 
have largely displaced black and 
white in the United States 


Wrong approach 

to display 

Speaking at the annual 
sales and service conference 
of the British Electrical 
Development Association in 
London to-day (Thursday) 
Norman F. Phillips, exhibition 
organiser, said: 

“The wrong approach to 
display is to expect nothing 
tangible from it and to try 
and justify expenditure by 
some obscure long-term policy 
coupled with ‘a need to put on 
a show.’ 

“This is the root cause of all 
that is wrong with display in 
the industry. Until it is 
realised that real display sells, 
money will continue to be 
allocated on the present topsy- 
turvy basis.” 


Breaking down the 
ad. barriers 


International barriers to effici 


ent advertising will be discussed 
next Wednesday at the Vienna 
International 
Chamber of Commerce. — Ivor 
Cooper, head of the marketing 
advisory division, Unilever Ltd., 
will preside at this session, and 
speakers will include Roger Falk. 

Other subjects for discussion at 
which begins on 


Congress of the 


the Congress 
Monday and lasts all the week 


include distribution problems and 
proposed international rules for 
interpretation = of 


the uniform 
trade terms 
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Code revision does NOT open door for 
all slimming ads. : 


Each claim will still be closely 
examined on its merits 


PROMOTI RS of certain slimming treatments that do not 

involve the taking of drugs have been claiming that recent 
revision of the Code of Standards will automatically permit 
publications to accept their advertisements, hitherto refused. 


This view is firmly discounted 
on behalf of advertising and the 
press by leading spokesmen 

G, R. Pope, chairman, British 
Code of Standards 
“There may be some relaxation 
of the ban as far as regimes 
that involve dieting, but not the 
taking of drugs, are concerned 
But the claims of each intendmg 
advertiser will continue to be 
very closely examined on their 
merits. Guarantees of cure will, 
of course, not be allowed.” 

Bernard Alton, secretary, 
Newspaper Proprietors’ Associa- 
tion: “At present, the position ts 
unchanged. When the revised 
Code is published, treatments 
that are pot ‘medicines’ will, 
generally speaking, be permitted; 
but every case will be judged 
individually. Even if there is no 
objection to a particular treat 
ment under the Code, it may still 
be rejected if examination shows 
it to be without value.” 

L. KE. Room, director-general, 
Advertising Association: “Re- 
laxation of the Code’s provisions 
certainly does not mean auto- 
matic acceptance of slimming 
advertisements, even if the treat 
ment does not involve the taking 
of drugs.” 


Committee:. 


| Norwich Union 
ads, praised 


Speaking at the annual mect- 
ing of the Norwich Union Insur- 
ance Societies the chairman, Sir 
Robert Bignold, said: 

“Many of you will have 
seen during the year in some 
of the best-known periodicals 
a series of fine colour prints of 
Norwich over the Socicties’ 
name. 

“These advertisements have 
brought a great many favour- 
able comments, including a 
number from overseas, and it 
iy with pleasure that I pay tri- 
hute to those responsible for 
keeping the Societies’ name in 
front of the public by means 
of first-class advertising 
material which, 1 think, com 
pares favourably with — that 
issued by any other institution 
of similar standing.” 

The illustrations are Koda- 
chromes taken by the publicity 
organiser, A, P. Cooper, and the 
agents are Willsmore & ‘Tibben- 
ham (Norwich) Ltd 


‘Steady flow’ of good documentary 
films needed for overseas 


A call to industry to set up a 
central organisation to supervise 
and arrange the production of a 
steady flow of documentary films 
for use overseas, was made by 
Sir Arthur Elton, chairman and 
one of the founders of the Film 
Centre, when speaking at a lun- 
cheon meeting of the Institute of 
Public Relations. 

Referring to the importance of 
good British public — relations 
films in the Commonwealth, Sir 
Arthur said that if this country 
did not inaugurate something to 
take the nlace of the Crown Film 
Unit. which had been “shattered 
ruthlessly.” things would go 
from bad to worse 

There were a number of firms 

he mentioned LC... Shell, 
P.O.AC. and Dunlop that were 
doing good work in the way of 
film documentaries But no 
commercial organisation on. its 
own could accomplish what the 
Government could achieve 

“That is the central problem 
of public relations in this coufitry 
to-day,” he said. “The offerings 


of the large industrial companies, 
although ~~ very valuable, are 
piecemeal and erratic. What is 
needed is a steady and consistent 
flow of British public relations 
films for use overseas.” 

Sir Arthur traced the history of 
the documentary film in_ this 
country right back to the days 
of “Night Mail,” one of the most 
famous, which had been made 
to “counteract the bad feeling 
caused by the post office pen.” 


Invitation in 
the bottle 


More than 200 head barmen from 
leading hotels, restaurants and clubs 
have been invited to introduce 
Canada Dry soft drinks to Britain, 
at the Café Royal. Regent Street, 
London, next Tuesday. 

The invitations were sent out 
rolled up inside the new green 
Canada Dry Ginger Ale bottles. 

Dolan Davis Whitcombe § & 
Stewart Ltd. are handling the publi- 
city, which includes what is claimed 
to be the largest campaign ever 
placed in the London evening news- 
papers, 


W. Surrey Dane and W 


Odaams Press 


H. Parrack, 


being presented to the Duchess of Gloucester, 


joint’ managing directors, are here 
by A. C. Duncan, chairman, 


The Duchess, accompanied by her two sons, Prince William 


and Prince Richard, visited Odhams (Watford) works to see the printing of 
the Approved Souvenir Programme of the Coronation. 


‘Link up to run commercial TV 
stations, provincial press told 


Provincial daily newspapers should consider a joint venture in 
sponsored television, R. P. T. Gibson, chairman of the Birming- 
ham Gazette and Despatch Ltd., stated last week. 


Speaking in Birmingham he 
expressed a fear that sponsored 
television would bring about the 
disappearance of some news- 
papers. 

After the Government's deci 
sion to allow sponsored television 
outside the B.B.C., a great many 
newspapers—including some of 
those which he = served—had 
applied for licences 

Mr. Gibson continued: 

“Some have definite plans for 
the erection of stations and for 
the operation of programmes, 
but one feels that in many cases 
the application for a licence may 
not be more than the staking of 
a claim. 


Shared monopoly? 
“If the 


present situation in 
which there are only two 
major forces in the field is 
allowed to develop, television, 
instead of being competitive, will 
be merely a shared monopoly.” 

“The big papers may be able 
te run television stations —even 
at £100,000 capital cost per 
station and many hundreds of 
pounds an hour  programme- 
operating cost—but the smaller 
papers have no hope of being 
able to do so 

“Surely then newspapers ought 
to get together and present to the 
Government a_ considered plan 
for the joint ownership and oper- 
ation by them of a network of 
television stations. 

“Some of the big ‘nationals’ 
may prefer to stay out and oper- 
ate independently, but, for in- 
stance, all the provincial daily 
papers ought surely to consider 
not whether they can afford to 
undertake a joint venture of this 
kind, but whether they can afford 
not to i 


TV HITS FAMOUS 
MAGAZINE 


“Collier's,” the 65-year-old 
3 nited States magazine, is to 
be issued only twice a month 
instead of weekly, because of 
television, it is announced. 

The new issue will, how- 
ever, have 112 pages, instead 
of 72, the increase to be in 
editorial content, not in pic- 

tures. Price will remain at 15 
scents (Is.). 

Advertisers are being 
guaranteed a circulation of 
3,500,000 for the last quarter 
of the year. The present cir- 
culation is 3,200,000. 


Saving lives by 
propaganda 


Publicity 


campaigns, rather 
than safety precautions, have 
helped to make the worker in 
the American gas industry more 
accident conscious than the 
British worker, according to the 
latest productivity team report 

“The American worker, as the 
result of effective propaganda, 
safety bonus payments, and con- 
stant instruction in safety pre- 
caution, is more accident-con- 
scious than the British worker,” 
the report states 

Local radio and television pro- 
grammes sponsored by the gas 
company and dealers are usual 
features of a sales promotion 
campaign, along with showroom 
displays; local press advertising 
by the gas company, dealers, and 
manufacturers; poster campaigns; 
and special literature 
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‘Sabotage’ alleged by agent al 


Bankruptcy Court hearing 
DENIES ANY ASSETS ‘SALTED AWAY’ 


we Charles Sidney Metcalf, aged 44, advertising agent, of 


Cherry Tree Farm, Kearby, near Wetherby, Yorkshire, 
appeared at Harrogate Bankruptcy Court last Friday, he alleged 
that there had been “diabolical sabotage, dishonesty and intrigue” 
by a key member of the staff of the advertising business 
Charles S. Metcalf (Advertising) Ltd., Brunswick House, Leeds, 
—of which he had been managing director. 


He admitted a deficiency of 
£16,683. Liabilities ranking for 
dividend were estimated § at 
£17,680, with assets of £996. 

Mr. Metcalf told the Official 
Receiver (W. E, Meredith) that 
since 1948 he had received £3,000 
a year director's fees from Charles 
S. Metcalf (Advertising) Ltd., and 
he owed the company £16,000 on 
a loan account which, at one 
time, had amounted to £20,599. 

Last September the company 
went into voluntary liquidation. 
Mr. Metcalf agreed that it was 
almost entirely due to his over- 
drawings that this was necessary. 

Mr. Meredith: “With your 
directors fees and loans you have 
received from the company about 
£78 to £88 a week, pretty big 
figures?” 

Mr. Metcalf: “Yes.” 

Questioned by his 
cc. 


solicitor, 
Nelson, Mr. Metcalf said 


The Manchester Corporation 
(Advertisements) Bill was given 
a second reading in the House 


of Commons last Thursday. 
Rather surprisingly, objections 


which had been voiced on the 
three previous occasions that the 
Bill was presented were not 
raised again, and the Bill went 
through the second reading auto- 
matically. It now has to go be- 
fore a Select Committee cf the 
House of Commons and the 
hearing will commence = on 
June 10, 


he thought he had substantial 
assets because he valued the 
company, which he regarded as 
his own, at £25,000, He thought 
with the sale of the business all 
creditors would be paid in full. 
Mr. Metcalf said he was negotiat- 
ing a merger with another com- 
pany, but the deal did not go 
through because of the “diaboli- 
cal sabotage, dishonesty, and 
intrigue” of a key member of his 
staff. 

Mr. Nelson: Did you learn that 
during the whole of this time 
he had intrigued the bulk of your 
work? 

Mr. Metcalf: He did 

He transferred the whole of 
vour business without your 
knowledge to another firm? Yes, 
while still in my employ. 

Mr. Metcalf said the effect was 
that the business disintegrated 
Lies were told that the company 
was going into liquidation when 
in fact it was having a private 
meeting with creditors who were 


to be paid 20s. in the £9 Mr. 
Metcalf said that now he did 
not have a penny, He denied he 
had any assets “salted away” in 
Ireland 

Mr. Metcalf said that earlier 
Risley Hall estate near Ripon, 
was bought for £6,500, and Cherry 
Tree Farm, Kearby, near Wether- 
by, for £4,500. The purchases 
were made by the company and 
later transferred to him. 

The hearing was adjourned to 
a date to be fixed. 


Left to right, Sam Clarke, of Lambe 
& Robinson Litd., seen with Neal 


Kirby and Stephen SS. Wheeler, 
national sales manager and man 
aging director respectively of 
Theatre Publicity Ltd., at the dis 
play of current screen advertising 
held at the British Council Theatre 
This was the second London show 
ing in the new series presented by 
Theatre Publicity Ltd., to enable 
advertising people to follow trends 


Local weekly publishes 
3-D ad. supplement 


A provincial paper will to- 
morrow (Friday) give a lead to 
the nationals by issuing what is 
claimed as the first three- 
dimensional supplement, 

rhis is the Salishury and Win- 
chester Journal. The supplement 
will be a four-page one. All the 
illustrations, including those in 
the 11 advertisements, will be 
three-dimensional, and coloured 
spectacles are being provided. 

Al] the pictures have been 
taken by staff photographers. 

Occupying a prominent posi 
tion on the back cover of ihe 
supplement is an advertisement 
for Blooms, the Salisbury de- 
partmental store. It contains a 
3-D picture of an actress mode! 
ling a blue and white sharkskin 
swimsuit. Advertising agents who 
arranged the sitting at 24 hours 
notice were Granthams = of 
Reading 

The supplement was produced 
to tie in with the first showing 
of three-dimensiona! films in 
Salisbury. 

What is claimed as the first 3-D 
advertisement to be carried in any 
film trade publication appeared 
in Odhams’ Kinematograph 
Weekly last week 

Ihe announcement, presented 
as a supplement, was for G.B 
Kalee, Ltd.. a subsidiary com- 
pany of the J. Arthur Rank 
Organisation, drawing attention 
to their 3-D projection equipment 
being used at the Davis Cinema. 
Croydon, for the presentation of 
the 3-D film, “The Man in the 
Dark.” 

Accompanying the advertise 
ment were special spectacles 
manufactured by the Rivington 
Printing Co 


‘Eat more fruit’ 


revival call 


Unanimous support was 
given at the annual conference 
at Torquay of the National 
Federation of Fruit and 
Potato Trades to a motion 
calling for a revival of the 
pre-war “Eat More Fruit” 
campaign, 

G. F. Sharp, of Bristol, who 
moved the motion, said: “It is 
widely known that advertis- 
ing is, apart from good sales- 
manship, the finest method 
known of influencing sales, 
and the evidence of this lies 
in the success of the pre-war 
campaign as well as in the 
Federation's own advertising 
of Australian apples and 
pears.” 


“F¥aSF 


ADVERTISER'S WEEKLY 


SPONSORS MAY 
GET MORE TIME 


Need to increase the financ- 
ing of Ireland's growing radio 
service may shortly lead to 
increased facilities being made 
available for sponsors. At the 
present time 37 sponsored 
shows are being broadcast 
each week by about 0) spon- 
sors. The only time at present 
available on Sunday is 10.30- 
11 p.m., long held by the Irish 
Hospitals’ Trust. The possi- 
bility of making other Sunday 
time available is being 
reviewed. 

It is also likely that there 
will be further developments 
later in the year when one of 
Radio Eireann’s top execu- 
tives, Francis MacManus, re- 
turns from his 3-month survey 
tour of U.S. broadcasting and 
television. 


Agents answer 
ad. and stage 
exhibition 


The Grosvenor Street, London, 
offices of F. W. Sears Ltd., adver 
tising agents, have been selected 
for an exhibition of cartoons 
from leading =magazines in 
America. 

It all began as the result of an 
“agony column” announcement 
in The Times “Wanted = to 
borrow, one 25 foot wall... to 
show the most hilarious collection 
of original American cartoons 
ever exhibited. They were vac- 
cinated, passported, passage re 
served, framed and matted. All 
they need is a place to show off 
in—on the beaten track, vicinity 
W.1. Hotel lobby? Cinema 
lounge? Department store” 
Gallery? ...” 

FF. W. Sears were selected from 
26 applicants “Our only in- 
terest,” states K. C. Rea, director 
of the agency,” is that of further 
ing Anglo-American relations.” 

The exhibition has been com 
piled and is being presented by 
Patricia Fulford of New York 

A private preview will be held 
on Monday and the exhibition 
will open to the public, admis 
sion free, on Tuesday 


The growing popularity of the Delete Club was mentioned by the president, 
LL. F. Timms, of the General Exetric Co., Ltd., at the Club's annual dinner 


at the Eccleston Hotel, London, S.W.1 


this social 


Fleven advertising men founded 


club in 1945 for advertising men leaving the services 
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ADVERTISER'S WEEKLY 


Lord lliffe starts the new press 
the Birmingham Post & Mail Ltd.; Julian Hoare, director, Coventry News- 
papers Lid.; S. Simmons, associate editor, “Coventry Evening Telegraph,” 
(recently retired); S. M. Loxham (behind), secretary, Coventry Newspapers 
Lid.; W. J. Roberts, works manager; S. Preston, machine room overseer; 
Lord Iliffe, Claud Blackburn, outside representative, R. Hoe & Crabtree. 
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New presses at Coventry and Carlisle 


Left to right: R. T. Crabtree, director, 


COVENTRY NEWSPAPERS 


A new rotary press for the 
Coventry Evening Telegraph was 
started on Monday afternoon by 
Lord Iliffe, chairman of the direc 
tors of the Coventry Newspapers 
Ltd, 

The press, specially designed 
for high-speed running, incor 
porates the latest techneal im 
provements for daily newspape: 
production 

A detailed description of the pres 
manufactured by R. Hoe & Crab 
tree Lid., of Leeds, assured readers 

“The new Telegraph machine is 
British in conception, design, and 
construction, and the makers claim 
it to be superior to that of any other 
press in the world.” 

The first portion of the printing 
plant to be installed is a 9-unit print- 
ing press with three pairs of folders 
with non-stop late news devices 

The press is designed to produce 
up to 24 pages from six deliveries, 
each delivery being capable of a 
maximum speed of 40,000 copies 
per hour. 

The press is approximately 100 ft 
long, 17 ft. wide, and the total 
height is over 22 ft., but owing to 
space restriction in the firm's tem 
porary — premises it has been 
necessary to erect the machine in 
two sections--one of six units and 
one of three units 

The inking mechanism on_ the 
new press is of a particularly 
ingenious design, and is operated 
by special pump boxes, there being 
cight pumping units to each pair of 
pages. Each unit is separately con- 
trolled so that no more than a film 
of ink is deposited on to the drums 
by which it is distributed before 
being transferred to the = stereo 
plates by means of rubber rollers 

The non-stop late news device is 
a unique arrangement. There are 
two auxiliary shafts carrying special 
mechanism for printing the columns, 
one running while the other is 
standing. 

Messrs. Crabtree’s bill for the new 
equipment was £195,000, 


The Mayor of Carlisle examines the first copy of the 
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“Cumberland News” 


fo come off the new rotary press which he started last week. He is talking 
to J. L. Burgess, managing director. 


CUMBERLAND 


Cumberland Newspapers Ltd.. 
who contro! two evening and 
three weekly newspapers in Cum 
berland, are now running a new 
high speed rotary” press” at 
Carlisle 

The press, which consists of 


S 


ae) 


A section of the reception room of Studio Swain, which organisation has 
recently moved to new prenuses at 32-4 York Street, Glasgow. 


NEW PREMISES FOR STUDIO SWAIN 


The advance of Scottish com- 
mercial photography is illustrated 
by the progress of Studio Swain, 
the photographic studio which 
has been developed by the 
Glasgow branch of John Swain 
& Son Ltd., the process engravers 

It started operating as a separ- 
ate entity in 1935 and its history 
since has been one of steady 
development culminating in the 
removal to new premises at 32/4 
York Street. One of the primary 
objects in setting up the studio 
was to serve the needs of the 
blockmaking establishment, but it 
soon became obvious that it could 
also be developed into a com- 
mercial and advertising studio on 
its own account, 


The new studio is well 
equipped to deal with a great 
variety of work. 

The staff is headed by John 
Chilcott, who came from London 
in 1938 to take over the manage- 
ment of the studio, He has had 
30 years of varied experience in 
photography and, besides exer- 
cising the administrative control, 
has a flair for fashion photo- 
graphy 

Next in command is Moore 
Getty, a founder member of the 
staff who is responsible for all 
technical matters and, in particu- 
lar. the development of the use 
of colour processes, Chief com- 
mercial operator js ~ Robert 
Roache 


NEWSPAPERS 


four doubl width units with two 
double fo.ders, was made by 
R. Hoe & Co... Ltd... and was 
originally part of a ten unit line 
at Kemsley House, Manchester. 
It was taken our of Kemsley 
House in 1938 after having run 
only four vears. 

The press, which has a 25}-in 
cut-off. 1s capable of producing 
newspapers from two pages up to 
32 pages down one folder at a 
speed of 40,000 copies per hour. 
If required, it can produce four 
newspapers of eight pages each 
out of four deliveries at a com- 
bined speed of 160,000 copies 
per hour. 


Capital re-equipment 

The electrical equipment and 
control mechanism, which has 
been designed specially for Cum- 
berland Newspapers by A. C. 
Dibley, of A. C. Dibley & Co., 
Ltd., consists of two 75  h.p. 
variable speed motors arranged 
so that either of the motors can 
drive half the press or they can 
be coupled together so that 150 
h.p. is available to drive the 
whole press 

J. L. Burgess, editor-in-chief 
and managing director of Cum- 
berland Newspapers, told the 
Mayor that their old press which 
had closed down a few hours 
earlier had, during its life, printed 
over 150 million copies of their 
newspapers and had consumed 
about 10,000 tons of newsprint. 
He explained that after the last 
war the directors had set out on a 
plan of capital re-equipment of 
which the press was the main 
part. The press, with its electri- 
cal equipment and the new press 
room in which it was housed, 
had cost over £50,000, 

The new press will be used to 
print the Cumberland Evening 
News, the Cumberland News, and 
the Penrith Observer. The Cum- 
herland Evenine Star and the 
Workington Star are printed at 
Workington. 


* See ‘Outside London’ page 329 
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Club News 


Oxford 
Successful year 


At the annual general meeting of 
he Advertising Club of Oxford, H. 
Clarke-Scholes, the chairman, 
reported that the year ending had 
been very successful. The standard 
of programme remained high, thanks 
to—r_s the unremitting efforts of 
Belsiten, the programme 
secretary, and the number of mem- 
bers had increased to 139, 

A number of officers were re- 
elected, among them J. J. Ficld, 
president; H. Clarke-Scholes, chair- 
man; J. R. Booth, hon. secretary: 
Miss M. Narracott, minutes secre- 
tary; Kings'ey Belsten, programme 
secretary; ™ A. Lever, club repre- 
sertative to tis Advertising Associa- 
tion, Vacancies on the committee 
were filled ¢y Messrs. Beardsley, 
McMillan, Ratcliffe, Hartman and 
Miss Staley. Miss M. Narracott 
was also elected assistant secretary. 


case, Suitably inscribed, to T. W. 


Dublin 
Arousing interest 
of youth 


Reasons for non-attendance of 
many of the younger members were 
considered at the annual meeting of 
the Advertising-Press Club in 
Dublin. The report showed an at 
es of meetings had taken 
place during the winter, and a series 

nectings addressed by 
advertising. In neither 
case did the majority of younger 
members of the Club attend well 

The incoming Council was asked 
closer examination of the 
matter and to organise a_ public 
speaking course 

he new council is: Peter Owens 
(Domas). T Milner (Esso, Ireland 
Lid.y; Alan Maxwell Urish Press) 
P. D. M. Rackow (Cinema & 
Gencral Publicity Ltd.); Miss Win 
fred Stacey (Cerebos, Ireland, Ltd.) 
David tuke (Fleet Printing Co.. 
Ltd.): Horace Denham (Irish Press); 
H. Briges (Qrish Times); Alan 
Thomas (Radio Review) and Miss 
Maura Fox (Janus Ltd.). 


<4 


ADVERTISER'S WEEKLY 


Winners of the Leonard Hill trophy at the spring golf meeting of the 

Institute of Incorporated Practitioners in Advertising at Crews Hill G.C. 

last week were F. G. Wills, director, and Patrick Baker, copywriter, of 

John Haddon & Co., Ltd. The picture shows the presentation of the cup 

with (left to right) F. G. Wills, P. S. Baker, Hubert Oughton, president 
of the L1.P.A., and Leonard Hill. 


IIPA GOLF CIRCLE’S SPRING MEETING 


Thirty-eight competed in the 
spring mecting of the Golf Circle 


played against bogey when P. J. 
Rumble and H. A. B. Lee (Rumble, 
of the Institute of Incorporated Crowther & Nicholas) won with a 
Practitioners in Advertising score of 1 up; second prize went 

The James Strong trophy for best to G. P. Jackson and H. FE. K. 
scratch score by fellows or asso- Sawtell (Street's) who finished “all 
clates was won by G. P. Jackson = square.” 

(Street's). Ihe prizes were distributed by 

The morning medal round off Hubert Oughton, president of the 
handicap was won by P. S. Baker, Institute. A presentation of a clock 
net 70 (ohn Haddon), runner-up was made to Leonard Hill as a 
being P. Needham (J. Walter mark of appreciation by the com- 
Thompson) with 73 -2=71. mittee of the Golf Circle. 

The hidden holes prize for Prizes for the day's competitions 
players of handicaps 18 to 21 went were given by W. Osborne, A. A. 
to A. D. Ensom. Robertson, C. Mitchell & Co., Ltd., 
In the afternoon, foursomes were and Colman, Prentis & Varley Lid 


President G. Harriott, on behalf of the coun:u, presenting a leather bowls 
Hazell, retiring treasurer, to mark his 


1S years’ service to Hull Publicity Club. Each is accompanied by his wife 


Nottingham 
R. W. Wright hits u 


apathy 

Apathy about the Publicity Club 
of Nottingham on the part of adver 
using executives in the city was 
attacked by Wright, retiring 
chairman, at the Club's annual 
meeting. 

“Oxford and Leicester, Birming- 
ham and, especially, London clubs. 
have names of high-ranking 
members of the profession. In 
Nottingham we are ignored,” he 
complained. 

The following were elected 
officers: president, R. W. Wright 
chairman, F. G. Cragg: vice-chair- 
man, A. J. Gorman; hon. treasurer, 
C. J. Pearce: hon. secretary, Mrs. 


G. Parker council, G. Parker, D 
Asull, F. Darking, M. Morley, and 
G. F. Pratt. 
Bradford 


. . 
Hints on public 
. 

speaking 
Members of Bradford Publicity 
Association heard hints on public 
speaking from Harold Scott, of 
Carpenter, Scott & Co., Ltd., Brad- 
ford, who has had about 30 years’ 
experience of public speaking. To 
assist the layman to overcome 
nervousness, Mr. Scott suggested. 
among other things a study of 
breathing technique and reading 

poetry to acquire rhythm. 


Leeds 
j Advertising as seen 
by the retailer 


J. A. Herrox. advertising mana 
ger of Brow: Muth & Co., Lid... 
department — stor Bradford, ad 
dressing the Publicity Club of 
Leeds on retailing from the adver 
tising point of view, spoke of th 
influence of publicity and public 
relations at every stage in the 
tailing process, His talk covered 
reference to comparatively unknown 
activities of the advertising depart 
ment in connection with public 
relations, design of stationery and 
wrappings, packaging, correspon- 
dence with customers, and general 
sales promotion. 


Public Speaking 


Birmingham beat 


Wolverhampton 


At Wolverhampton, on Saturday 
Birmingham Publicity Association 
won the midland area finals in the 
National Speaking Contest, by a 
narrow victory over the Wolver 
hampton Publicity Club. Birmirg 
ham were represented by R. Heath 
W. G. Appleyard and N. C. Pegg 
Mr. Pegg was judged to be the best 
speaker of the evening 

The Wolverhampton team were 
J. Corbett. G. Merryweather and 


P. Gomm 
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Before teeing off at the spring meeting of the Regent Advertising Golfing 
Society at Addington Palace G.C. are (left to right) Stuart G. Mayes, 
Frederick J. Trash, B. Fillayson Bullock, T. G. Hartshorne, and J. A. Reid. 
Winner of the trophy, given by Dudley Turner, was Mr. Bullock 


* 


The players and referee line up before the annual football match between 


Willings Press Service and Walter Hill & Co. Willings won T—1 
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News About People 


I{PA appoint 
twelve new 
Fellows 


The Institute of Incorporated 
Practitioners in Advertising has ap- 
pointed twelve new Fellows: 

Phillip Boydell (London Press 
Exchange), Frank Coulson (Gee 
Advertising Lid.), W. EK. Davies 
QWGohn Haddon & Co., Ltd.), John 
Fergus (Peter A. Menzies (Edin- 
burgh), Ltd.), Mrs. M. K. Havinden 
(W. S. Crawford Lad.), Maurice 
Keating (General Advertising Co., 
Lid.), R. O. Morris (Spottiswoode, 
Dixon & Hunting Lid), C. D. 
Notley (Cecil D. Notley Advertising 
Lid.), E. J. Ornstien (Max Ritson 
& Partners Lid.), D. T. Turner and 
S. H. Vincent (Dudicy Turner & 
Vincent Lid.), and George Wor- 
ledge (Alfred Pemberton Ltd.). 

* * * 


The only two remaining founder 

members of the Incorporated Sales 

Managers’ Association, KE. S&S. 

Daniells, first chairman, and Stanley 

Talbot, first hon. secretary, greet 

each other at the 1.8.M_A. confer- 
ence at Torquay. 


R. J. Smith has been appointed 
publicity officer for the dyestuffs 
division of Imperial Chemical 
Industries Ltd. in place of L. G. 
Lawrie, who retired at the end of 
April. Mr. Smith joined the dye- 
house department of LC.1. in 1933. 


* * 

Allan Hitch has joincd Nevin D. 
Hirst (Advertising) Lid., as account 
executive. He has recently returned 
from South Africa where he was 
successively sales promotional man- 
ager to Thos, Barlow, publicity 
manager to the International 
Tobacco Co., and accounts executive 
to the South African agency of 
Lindsay Smithers. Previously he 
was publicity manager to Kelvinator 


Lid 
* * * 

D. G. C. Mockridge, an execu- 
tive of Associated Iliffe Press, is 
leaving for Canada on Tuesday, 
May 19, to represent the eight 
British publishers who are combin- 
ing in the display of 45 technical, 
trade and specialised journals at the 
6th Canadian International Trade 
Fair, Toronto, June | 2 

+ 

Joy Chapman, who a in the 
agency run by her father and uncle, 
L. A. & A. Chapman, Halifax, was 
married on Tuesday to J. S. H. 
Walker. 


The Hon. Geeta Sinha, daughter 
of Lord Sinha, the only Indian 
peer, and Lady Sinha, is on a visit 
to London. Miss Sinha, who was 
educated at Cheltenham Ladies’ 
College and in Switzerland, is public 
relations officer to a group of hotels 
in the East-—-Oberoi Hotels India 
Limited. The object of Miss Sinha’s 
visit is to make a study of the hotel 
business both in England, on the 
Continent and in the United States, 
where she will be going shortly. 
Before joining Oberoi Hotcls, Miss 
Sinha was with Gram Advertising, 
Inc., Calcutta. 


New organiser for 
‘Daily Mail’ Ideal 
Home Exhibition 


Associated Newspapers announce 
that Laurence E. W. Stokes-Roberts 
has been appointed as organiser of 
the Daily Mail Ideal Home Exhibi- 
tion in succession to Charles W. V. 
Truefitt, who earlicr this month 
became advertisement director of 
Associated Newspapers. 

Mr. Stokes-Roberts joined the 
exhibitions department of Associated 
Newspapers in 1947 having been 
general manager of Beck & Pollitzer 
and Strand Electric. He became 
assistant organiser of the exhibitions 
department and after a short spell 
in Manchester, was manager of the 
Weekly Overseas Mail until he 
went to Scotland as general manager 
of the Scottish Daily Mail in Febru- 
ary 1952. He is a governor of the 
Shakespeare Memorial Theatre, 
Stratford-on-Avon and a Livery- 
man of the Painter Stainers Com- 
pany. He was in charge of entertain 
ments for the troops in S.B.A.C. 
during the war. 

C. E. Popple, for many years joint 
assistant organiser, has now been 
appointed deputy organiser and 
Kenneth Corney assistant organiser. 
Jeffrey Truby Icaves the exhibitions 
department to take charge of the 
promotion interests of Associated 
Newspapers. 

* 7 * 

A. J. Burkhart has been appointed 
director of developments, The 
National Magazine Co., Ltd., pub- 
lishers of Good Housekeeping 
Harper's Bazaar, The Connoisseur 
and Vanity Fair. Mr. Burkhart 
joined the National Magazine Co. 
earher this year from Hulton Press. 


L. E. W. Stokes- 
Roberts 


. T. Pascall and R. J. Hunt have 
been appointed joint’ managing 
directors of the Pascall and 
Hannam’'s (poster advertising) group 
of ee 


o * 

J. Stenst Barr, of The Hindustan 
Times group of newspapers, was 
returned aS a Labour member of 
Richmond Borough Council at the 
recent municipal elections. He was 
the only successful Labour candi- 
date in the borough. 

* 


* * 

Jon Kimche, editor of the 
Jewish Observer, is now in Israel 
where he has met leading members 
of the Government and prominent 
industrialists. He hopes shortly to 
meet Mr. John Foster Dulles, the 
American Secretary of State. 
William Samuel & Company (Lon- 
don) Lid., are the sole advertisement 
representatives for this weekly paper 
which is a member of the A.B.C. 


Coronation mayor 


Sidney Maycock, editor, The 
Smalltholder, becomes Coronation 
Year Mayor of Croydon on Mon- 
day. At the luncheon following the 
installation, speakers will include 
Sir Neville Pearson, a director of 
Newnes-Pearson, publishers of The 
Smallholder; John Gordon, editor, 
Sunday Express, who is a Croydon 
man; and W. J. Brown, former 
M.P. for Rugby. Alderman May- 
cock has been a member of Croydon 
Borough Council for twenty years. 

* 


* 
John D. Kaiser, previously with 


the press office of the London 
Transport Executive, has joined the 
news room in the public relations 
department of F. C. Pritchard, 
Wood & Partners Ltd. 

* 


* * 
Judith Rant has joined David 
Judd Associated, London, in a 
secretarial capacity. 


2! years with 
Stuart’s 


J. R. M. Brumweil, managing director of the Stuart Advertising Agency 


Ltd, presentine his co-director, L 
his 21 yeaas with the company. 


Cox, with a silver salver to celebrate 
Left to right, J. D. S. Birkenshaw, Miss S. 


Callaghan, J. R. M. Brumwell (director), V. Markham, L. Cox, Donald 
Gardner and Miss R. Smith. 


Geeta Sinha 
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Allan Hitch 


To celebrate his recent appointment 
as one of five new executive 
directors of Odhams Press Ltd., 
G. L. McLellan, general manager of 
Boro’ Billposting Co., was given a 
luncheon by the staff of the company 
at the Waldorf Hotel last Friday. 
A silver travelling clock was pre- 
sented to Mr. McLellan on behalf 
of the staff by his close friend and 
associate, G. Hills, chief accountant 
of the company. With Mr. McLellan 
at the table of honour were 14 
members of the staff with the 
longest record of service-——an average 
of 30 years. Mr. McLellan has 
been 34 years with Boro’ Billposting, 
of which Odhams Press is the parent 
company. 


Honoured by 


cinema veterans 
H. FE. Albany Ward, governing- 
director of A. Ward Advertising 
Service Ltd. and several other poster 
advertising firms, was elected vice- 
president at the SOth anniversary 
meeting of the Cinema Veterans’ 
Association at the Trocadero on 
Monday. He presented all members 
owning cars with a motor car badge 
and for non-motorists he gave £150 
to be distributed among them. 
Mr. Ward is now the oldest veteran 
having joined the cinema industry 

under Bert Acres early in 1896. 

* 


* 

New officers elected at the annual 
meeting of the Photo Litho Repro- 
ducers’ Association were: president, 
J. H. C. Hobner (Hubners Ltd.); 
vice-president, Albert Fifer (Leices- 
ter Photo Litho Service); hon. 
treasurer, Gerald A. Bourne (New 
Fra Studio Ltd.); Council: F. G. 
Domone (S. S. Offset Lid.): W. 
Gilchrist (Gilchrist Bros., Ltd.); 
L. Holt (John Swain & Son, Ltd.); 

’. Hood (Multi Machine Plates 

G. B. Scott (W. S. Cowell 

‘ H. Waddington (Leyton 

Studio Ltd.). 
* * a 

J. Marion Law, of the public 
relations firm of J. W. Milford Co., 
who has been handling public 
relations for the Society of Motor 
Manufacturers and Traders in North 
America for the past four years 
under Sir William Walsh, the 
Society’s North American repre- 
sentative, is now in London. 
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Every week one family out of every three in 

Great Britain reads the Sunday Pictorial. For, 
eee all d VU e#rson ? ah with an average net sale of 5,128,887, the 
Sunday Pictorial goes into millions of homes 
all over the country. It is read by every adult 
member of the family on the best advertising 


reads the 


day of the week — the day they have time 


Sunday Pictorial 


to read advertisements at leisure, 


ev t he 6 we e k and sales messages sink in. 


Space in the Sunday Pictorial is exceedingly 
s U N D AY Pp I Cc T o R i A L economical, too. Compared with 1939 its square 
inch per thousand rate has increased much less 


than that of any other Sunday newspaper. 
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HER CASH IN THE TILL 


Women are the biggest single factor in 
the successful selling of most branded goods. 
Women are the nation’s shoppers. 

When women go shopping they buy 
advertised goods—and they can be “sold” 
on brands before they enter a shop. 

That is the significance of advertising in 
the A.P. Group of 8 Women’s Monthlies. 
This vast advertising network offers a 
direct approach to 24 million responsive 


Me 7 


women. It’s their money which rings up 
sales and fills the nation’s tills. It’s their 
choice which keeps goods moving and 
tells the dealer what to re-order. 

The A.P. Group of 8 Women’s Monthlies 
completes the selling scheme. With 
maximum impact at minimum cost they 
provide the most highly concentrated cam- 
paign which can be addressed to women. 


The A.P. Group of 
S Women's Monthly Magazines 


WOMAN’S JOURNAL 


WOMAN AND BEAUTY 


LADIES’ JOURNAL 
MY HOME 


WOMAN AND HOME 
GOOD TASTE 
WIFE AND HOME 


MOTHER AND HOME 


NET SALES EXCEED 


ADVERTISEMENT RATE £1,780 PER PAGE AND PRO RATA 


(14/- per page per 1,000) 


STANDARD TYPE AREA THROUGHOUT 10” deep x 74” wide 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., TH 
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FLEETWAY HOUSE, FARRINGDON STREET, LONDON, E.C.4 
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Hastings Conference told: 


‘OPINION RESEARCH CAN CHECK THE 
EFFECTIVENESS OF OUR EFFORTS’ 
i. research will be used increasingly to take a lot of 

the “hunch work” out of public relations, and to check 


results in that field. This view was expressed at the annual 
conference of the Institute of Public Relations at Hastings last 


week-end. 


Discussion centred) on four 
major aspects of PLR. work each 
of which was introduced by a 
pape! The task of the confer- 
ence was an assessment of the 
public relations situation in 
Britain to-day. 

A bright future for public 
relations consultancy was painted 
by I. HH. Traverse-Healy, of 
F.C. Pritchard, Wood & Partners 
Ltd. 

“ALL signs point to there being 
big developments in the public 
relations consultancy field during 
the next five years,” he said. 
“More organisations and associa 
tions will adopt public relations 
methods, more consultants enter 
the field and more consultancy 
concerns set up in practice.” 

Shere would be room for every 
category of consultant. The in- 
dependent consultant particularly 
would have a big part to play. 

“It is likely,” he continued, 
‘that developments will also take 
place in the organisation of con- 
sultancy firms and in the scope 
of their activities. Bigger budgets 
will allow for greater use to be 
made of exhibitions and films, 
printed material, visual aids and 
informational advertising — for 
public relations purposes. The 
advent of commercial television 
to this country will also bring 
extra problems and work for the 
consultant 

“Important advances are likely 
to be made in the task of elimin- 
ating a lot of ‘hunch work’ from 
public relations planning by the 
increased employment of public 
opinion research which will be 
equally important as a means of 
proving the effectiveness of prac- 
titioners’ programmes or efforts. 

“ALL this will bring in its train 
new methods of costing, new pro 
duction techniques and improved 
standards of practice, and special 
isation,” 

He forecast that fresh develop- 
ments could be expected in the 
organisation of public relations 
at provincial levels. “Even now,” 
he stated, “consultants carrying 
out programmes at national level 
are finding that working through 


T. B LAWRENCE LTD. 


national media is not enough.” 

At some time in the future con- 
sultants might operate their own 
area offices to handle local 
aspects of a national campaign. 

But perhaps the most interest- 
ing developments of all were 
taking place in the field of inter- 
nation public relations, he 
declared. Consultants handling 
work for industrial or commercial 
undertakings on an international! 
basis had much to contribute to 
the cause of international «nder- 
standing by making known «+ver- 
seas the plans, problemis and 
achievements of those very im- 
portant sections of our national 
life. 


Trade and the 
professions 


Public relations in the field of 
professional and trade associa- 
tions could not call itself estab- 
lished until it was supported by 
the employers with more real 
confidence than at present, 
according to John Pringle, P.R.O. 
to the British Medical Associa- 
tion, 

“We talk hopefully,” he said, 
“about employers becoming 
‘public relations minded’ which 
only shows how young and raw 
we are. One cannot picture an 
employer being exhorted to be 
‘soliciter minded’ or ‘architect 
minded’. 

“There are more who grasp 
the truth that public relations ts 
part of persuasion, and that to 
bully or brow-beat the con- 
sumer is not the best way to 
achieve your ends,” he continued. 
“In a word there is greater aware 
ness both of the possibilities and 
the limitations of public relations 
than there used to be. It is 
ceasing to be regarded as bally- 
hoo, and more as a_ perfectly 
ordinary but indispensable means 
by which a large modern organisa- 
tion can achieve its ends.” 

T. S. Powell, manager of pub- 
lic relations for the Shell 
Petroleum Company, emphasised 
the important role which the 
public relations officer in indus- 


John Pringle 


try had of communicating trends 
in public opinion to the manage 
ment. 

Without such information, how 
could management properly direct 
its policies for the maximum good 
of the larger community of which 
it was part, he asked. 

Public relations was as impor- 
tant as radar to a modern liner. 
He explained: “It transmits the 
management's views and actions 
with technical accuracy and the 
skill of experienced presentation. 
Back on to the screen come the 
reflections from public opinion.” 

He forecast that the function of 
the public relations manager in 
industry would become increas- 
ingly one of co-ordination, and 
concluding he said: “While the 
use of all media of outward infor- 
mation should be encouraged to 
develop so long as they are ap- 
propriate in time and place. we 
should put equal effort into 
developing the inward channels 
of communication between the 
public and ourselves and into 
assessing the information thus 
obtained. It is here, particularly, 
by encouraging new techniques, 
skills and studies, that we might 
well begin a new and very reward- 
ing phase.” 


Local Government 


A “potted history” of public 
relations in local government was 
presented by A. A. McLoughlin, 
P.R.O. to Middlesex County 
Council and vice-president of the 
Institute. He spoke of the apathy 
and indifference to the P.R.O 
which existed, not only in local 
government circles, but with the 
man in the street as well. 

Even at its peak, however, the 
general process of education was 
far too slow and lacking in any 
positive drive and direction. What 
was really wanted was a universal 
system of public _ relations, 
adapted to the various types of 
local authority, operated as a 
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A. A. McLoughlin 


statutory function. Even then the 
ultimate purpose would only be 
achieved slowly by a continuous 
process calling for patience, per- 
sistence by all concerned and the 
employment of every means of 
interesting the citizen. 


B.E.A. example 


Public relations had a great 
contribution to make towards 
productivity, stated Peter Mase- 
field, chief executive and member 
of the board of British European 
Airways, whe opened the Con- 
ference. 

During the past four years the 
rate of productivity of the B.E.A 
airline had been trebled “I 
believe,” he continued, “that ap- 
proximately 50 per cent of that 
increase can be laid at the door 
of improved methods and 50 per 
cent is a result of the increased 
enthusiasm gained by a _ better 
understanding of what we are 
trying to achieve in the field of 
air transport.” 

The purpose of public relations 
it was emphasised repeatedly in 
discussion, Was not just to “get 
stories into the press.” On the 
question of practice emphasis was 
on the fact that the P.R. was 
essentially a specialised profession 
to be conducted ethically and 
with enthusiasm. Progress in 
some fields was still slow and 
the need for education, particu- 
larly in the field of local govern- 
ment, was still one of the main 
problems. 

This later point was stressed 
by Mr. McLoughlin, who said the 
biggest culprits in P.R. apathy 
were the County Councils. Out 
of 62 in this country, only four 
of them had public relations 
officers. 

A guest speaker on this subject 
was lan Harvey, M.P., director 
of W. S. Crawford Ltd., who said 
that from the P.R. point of view 
local government was a sphere in 

@ Continued on page 336 
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 peaulte that count/ 


An advertiser writes... 


“I am pleased to say that we 
find The Daily Telegraph 
the only worthwhile medium 


for our advertising”. 
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Posters creating ‘a new 


language 


THE WORST 
OFFENDERS 


“Posters advertising seaside 
2 resorts usually depict Ameri- 
; can- type bathing belles and 
: have little to do with the place 
: itself. Seaside resorts are the 
: worst offenders in bad poster; 
tart,” Southport Arts Club: 
swere told by Edward P. 
Lancaster. 
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J . . 
interviewing 

“Interviewing tends to be 
regarded as a rather low-grade 
activity—as something to be 
‘promoted out of.” 

Alan Rodger, of the Faculty of 
Psychology, Birkbeck College, 
gave this as one of the reasons 
for what he called the “sad 
plight” of interviewing pro 
cedure, during a talk to. the 
Market Research Society last 
week on psychological aspects of 
interviewing. 

Other difficulties, he — said, 
centred on the ignorance of the 
interviewer about the background 


The inquiry into an application 
to make most of Cambridge- 
shire a “special area” will be 
held on July 14. The outdoor 
advertising interests have agreed 
as regards most of the area but 
are contesting certain parts. 


of the people who were being 
interviewed 

Because people's behaviour 
often did not tally with their 
opinions, there was a growing 
appreciation of the need for 
getting facts about their actual 
behaviour rather than their mere 
opinion 

Mr. Rodger wished that the 
facts discovered by practical 
market researchers were made 
more easily available to the 
academic worker concerned in 
fundamental principles. 


Direct mail hints 


“Your paper should speak for 
itself,” Horace Martin (Spicers Ltd., 
paper consultant) told the British 
Direct Mail Advertising Association. 

Among the many hints Mr. 
Martin gave were: Dummies for 
direct mail material should be made 
up on the actual paper or card that 
was going to be used on the finished 
job. Unless protective backing was 
really stiff, it was probably worse 
than useless. 


of e + s 
»f vision 

“As things move so the poster 
moves with them. And, in my 
view, only the critics are left 
behind.” 

In these words Abram Games, 
the poster designer, answered 
Stephen Bone, artist, writer, and 
Manchester Guardian critic, in 
a debate on “The Decline of the 
Poster?” held by the Design and 
Industries Association last week. 

Mr. Bone, who believes that 
“the only people who normally 
speak in favour of advertising are 
the advertisers,” contended that 
we were now in a period of dull, 
conventional] posters. Among the 
reasons for this were, he thought: 
the rise of exhibition display art, 
which engaged a “lot of bright 
chaps” who might otherwise have 
tended to do posters; and the 
influence of the photographer, 
which often introduced a boring 
realism. Cinema posters were 
probably the worst of all. 

“| think it is a duty to oppose 
the extension of hoardings and to 
get as many removed as possible,” 
he said. 

Mr. Games retaliated by won- 
dering whether art critics had the 
necessary qualifications to criti- 
cise posters. Very rarely did they 
review posters constructively. 
Everywhere but in his own 
country the British poster de- 
signer was respected and 
honoured; his wartime posters 
were to be seen in museums of 
many countries. 


Design and purpose 

Pointing out that the poster 
was designed for a purpose, Mr. 
Games said that if a can of peas 
had to be sold it was up to the 
poster designer to get on with the 
job of selling it. He felt that 
one of the reasons for the bad 
quality of much contemporary 
poster design was the poor teach- 
ing that many art students re- 
ceived from teachers who had 
had no experience of practical 
design, 

Modern developments, such as 
air travel, were opening up new 
fields for the poster designer, and 
he had responded by creating a 
new language of vision for them. 

Harold Hutchison, who pre 
sided, described the advertising 
agent as a middle man who was 
only concerned with — getting 
orders, Believing that what really 
pulled was the weight of advertis- 
ing rather than its quality, Mr. 
Hutchison felt that one was 
thrown back on the morals of 
the man who commissioned the 
job. 


All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London W.1 
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Crusader INSURANCE CO. LTD. 


Establiched 1899 


As part of their new “5.50 Special” 
their houses on mortgage, Crusader Insurance Co. 


campaign appealing to people buying 


are using this point 


of sale display unit for their own district offices and offices of estate agents. 


It is constructed in hardboard and the colour scheme is grey 
black. The campaign is handled by 


, white, red and 
Austen-Johnson Advertising Ltd. in 


conjunction with the € rusader advertising department. 


The Metal Box mobile exhibition 


The Metal Box Company has 
converted one of its standard 
vehicles into a mobile exhibition. 
This consists of an = articulated 
vehicle (prime mover and trailer) 
which, when erected, extends to 
an overall length of 55 feet. This 
length has been achieved by fit- 
ting the rear of the trailer with a 
specially designed extension. 

The exhibition is divided into 
three sections. The first, at the 
rear of the vehicle, is a reception 
and information room. The dis- 
plays there give details of produc- 
tion figures, tell something of the 
company’s financial background 
and outline the facilities avail- 
able to employees etc 

The main section in the centre 
shows a complete range of the 


company’s products. General line 
containers for many well-known 
brands of paint and polish, con- 
fectionery, pharmaceutical and 
chemists’ supplies are displayed 
alongside hardware, trays, paper 
and cork products. There is a 
section for the familiar processed 
food cans and another for highly 
decorated Coronation souvenir 
boxes. 

The third compartment gives 
details of the company’s design, 
photographic, art and research 
services, 

The mobile exhibition is at 
present touring the country, visit- 
ing the company’s factories, in- 
dustrial centres and agricultural 
fairs, and will be returning to 
London for the Coronation. 


TWENTY-FIVE YEARS AGO 


May, 1928 


The Rt. Hon. C. A. McCurdy, 
president of the Advertising Asso- 
ciation, represented Britain at an 
international advertising convention 
in Paris. 

¥ ” * 

Exhibition dances in dance halls 
in London and the provinces were 
organised by J. Lyons to publicise 
the launching of their Nippy choco- 
lates. 

+. * 

A co-operative publicity scheme 
for gas led to an 85 per cent increase 
in consumption. 

* * 

The 10,000th issue of the Dail 
Mail was published. 
* * . 

J. C. Akerman, founder vf 
ADVERTISER'S WEEKLY, was awarded 
the Publicity Club of London cup 
for the man who had done the most 


PRESENT WEEKLY NET SALE 134,000 


for advertising during the year. 
. * * 


F. G. (‘Freddie’) Harradence 
refereed a football match between 
G. Street & Co., Ltd., and the News 
Chronicle. 

* * 

The News of the World carried 
its first full page advertisement. The 
space was taken by Drages at a price 
of £2.200 which was believed to be 
the world’s record price for a single 
ad. in any newspaper. 

* * * 

The size of the Daily Mirror was 
increased to 32 pages. 

j a * 

A Birmingham branch of the In- 
corporated Sales Managers’ Asso- 
ciation was formed. 

: * 

Horace Imber was elected chair- 
man of the Publicity Club of 
London. 
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COMMENT 


SOBER THOUGHT 


Whatever may be the consensus of 
opinion as to the advisability 
of inviting the arch-enemy of 
free enterprise in Britain to 
castigate advertising at East- 
bourne, at least advertising now 
knows the strength of the 
Socialist threat to its business. 

Aneurin Bevan made the position 
crystal clear. Advertising, to 
his mind, is “an evil conse- 
quence of an evil system.” 

And he did not hesitate to assert 
that advertising under his 
regime — and who would be 
certain that this country will 
never have another Socialist 
Government? — would be 
confined to making sober an- 
nouncements of the introduc- 
tion of new products and 
services. In other words, 
nationalised advertising. 


Small price 


Advertising now knows precisely 
what it is up against. And it 
must prepare to fight for its 
future with the weapons of 
publicity which have been so 
well forged in recent years. 


The Miles Thomas Report points 


the way ahead. Advertising, as 
a servant of private enterprise, 
must embark on the most 
vigorous campaign ever 
launched in this country a 
publicity drive to sell itself to 
the people and the politicians. 


The Development Committee has 


proposed that £30,000 a year 
should be raised to give the 
Association the means to pro- 
mote contidence in advertising. 
Members should consider that 
a small price to pay in a fight 
for freedom, 


More shop talk 


A lesson of the Conference was 
that there is a strong demand 
among advertising people for 
more technical sessions, more 
shop talk. 

A topical subject — and one of 
vital importance -which could 
well have figured on the East- 
bourne agenda was commercial 
television. 

Here was a case where technical 
interest and publicity value 
would have marched hand-in- 
hand, 

The Conference wanted publicity 
for advertising and, in our 
view, it would have hit the 
headlines without Mr. Bevan 
had TV been discussed from 
varying angles. There could 
even have been a few practical 
demonstrations, 
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Open letter to the organisers 


May 14, 1953 | 


of the next AA Conference — 


LADIES AND GENTLEMEN, 

Eastbourne is over. There 
was much to praise and much 
to criticise. The time for both 
is now past. Let us look back 
only to see what lessons there 
were to be learned. 

Before the conference the 
organisers rightly stressed the 
importance of a _ good press. 
Writing in these columns on 
March 26 Everett Jones said: 
“We have got to create a con- 
ference which deserves a good 
press.” In the same issue L, E. 
Room wrote: “Our conference 
is, in short, a first-rate public 
relations opportunity for adver- 
tising.” 

The conference did not get a 
good press and it would be 
foolish to pretend that it did. 

But before you blame the 
organisers remember their prob- 
lems and remember their courage. 
Much that they did was magni- 
ficent. When it comes to your 
turn next year resist the tempta- 
tion to play safe. The man who 
never made a_ mistake never 
made anything. 

Only one mistake of any im- 
portance was made this year. 
Everyone seems to have over- 
looked the fact that the best 
speeches by the _ best-known 
names always get the biggest 
press. Never underestimate the 
importance of a speech. 

In planning the next conference 
remember Abraham Lincoln's 
speech at Gettysburg ninety years 
ago: “Ihe world will little note, 
nor long remember, what we say 
here but it can never forget what 
they did here.” 

The world, of course, has 
already forgotten more than once 
what “they” did there but it 
both noted and. remembered 
Lincoln's words. The speech 
lives on, 

The two best speeches at 
Eastbourne were given by the 
able professional orators, Aneurin 
Bevan and Dr. Sangster. Both 
were hostile, Both were harmful. 

Next time let us make sure that 
the best speakers are there not to 
insult and injure but to tell the 
world of the purpose, the mean- 
ing and importance of our work. 
Let us hear more from such men 
as Sir Miles Thomas and L. P. 
Lord who have acted as ambas- 
sadors—and salesmen —for British 
goods and services in’ every 
country of the world, Above all, 


let us hear from speakers who 
believe in enterprisé, who believe 
in advertising, who believe in 
Britain. 

By all means let us hear from 
experts in other fields but next 
time do it in a different way. 
Pick up and act on the point made 
by R. A. F. Williams in the 
closing session, He said that it 


(St ae PRR ee 


GUEST COLUMN 


by 
P. L. STOBO, 


director, 5. H. Benson Ltd., 
the man who made the fighting 
reply to Aneurin Bevan at 
Eastbourne 
a RTA ee 


was unfair to ask experts to 
relate their own subjects, which 
they knew intimately, to adver- 
tising, about which they knew 
little or nothing. 

Let us listen to the problems 
posed by the experts. Let us 
relate these problems to advertis- 
ing and then say in what way 
and to what extent advertising 
can help to solve them. Surely 
this would give us audience par- 
ticipation at the highest level. 


To stress the importance of this 
| would remind you in particular 
of the speeches made by H. Nut- 
combe Hume, E. F. Schumacher, 
and C,. H. Waddington. All were 
important speeches. All demanded 
an answer. None was forth- 
coming. 

In being asked to organise our 
next conference you are being 
given a great opportunity, you 
are also being asked to shoulder 
a heavy responsibility. Fortu- 
nately you have much to help 
you. The experience of East- 
bourne is fresh in your minds 
The Miles Thomas Report is in 
your hands. You have before you 
the results of the public opinion 
poll run by this newspaper. 

Remember, our next conference 
will be our 21st. It is a coming- 
of-age conference. Plan for it 
accordingly. On your delibera- 
tions may well depend whether 
We prove to the world that we are 
not only old enough, but also 
responsible enough, to be en 
trusted with the key of the door 
The key is the power of adver- 
tising. The door opens on to 
prosperity. Given the one we can 
unlock the other. 

Yours very sincerely, 
L. Sroso. 


To-morrows TOPIC 


@ An_ extensive campaign to 
boost the sale of 6 Ib, turkeys 
all the year round is being 
considered by the British Tur- 
key Federation. 

@ A conference is planned in 
Dublin between officials of 
the Vocational Education 
Department and representa- 
tives of organised advertising 
to consider the future of ad- 
vertising and __ publicity 
courses at the Dublin High 
School of Commerce. Two- 
year courses have been in 
operation for some time, but 
attendances are _ small. 
Schemes to develop the pro- 
ject will be considered. 

® Public relations is to be de- 
veloped on a_ considerable 
scale in Ireland. More Dub- 
lin agencies are planning to 
open P.R. stabacnenanste 
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@ Sussex is planning a county 
publicity scheme to persuade 
visitors to tour places off the 
beaten track. Press and 
posters will be used. 

© Commercial interests in 
America are investigating the 
possibilities of 3-D television. 

@ jrend in perfume sales is 
away from stock brands in 
favour of specialised pro- 
ducts. The industry in 
Britain is expected to follow 
a trans-Atlantic development 
of seasonal mechandising 
lighter scents for the spring, 
heavier scents for the 
autumn. 

@ Despite denials it is expected 
that there will be changes in 
the B.L.F. next year. Attend- 
were up but inquiries down 
this year. 
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Picture 
your 
product 


| tl) . = Sees a , 
Once a fortnight the English-language edition cf LIE E inteRNATIONAL 
goes to 120 countries outside the U.S. and Canada. A new Spanish- 
language edition circulates in Central and South America. Most of the 
people who read these editions are in the higher income groups: men 


and women of the professions, government officials, industrialists, 
business executives, their wives and families. People who not only want 
and can afford the best of the world’s products, but who also have a 


ADVERTISER'S WEEKLY 


hand on the purse strings of companies, industries and nations. Against 
the background of LIFE’s outstanding picture-journalism these people 


see the advertisement pages beautifully printed in black and white or 
colour—a brilliant international showcase for the world’s foremost 
companies and products. An advertisement campaign in the LIE 


INTERNATIONAL EDITIONS builds sales and prestige in the most profitable 
quarters of the world. The Advertisement Director (Grosvenor 4080) 
will be pleased to supply full details of circulation and rates on request 


‘International Pa 


LIFE IN ENGLISH — approximately 300,000 
copies in English circulating in 120 countries 
outside North America 


LIFE EN ESPANOL—approximately 
215,000 copies in Spanish circulating in 
Central and South America 


These are the INTERNATIONAL EDITIONS 
of LIFE magazine. 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON, WI 
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consequences of Mr. Bevan, 

the Eastbourne Conference 
had been able to discuss much 
more fully the consequences 
of the Miles Thomas Report. 
the time of the delegates might 
well have been better spent. 

For the implications of this 
Report, even more than its re- 
commendations, may mark a 
turning point in the history of 
the Advertising Association. And 
the Advertising Association, 
given the tools for the job, is 
the one body capable of combat- 
ing the threat to advertising re- 
piesented by Mr. Bevan 

The “overriding object” of 
the Association, declares the 
Report, is “to promote public 
confidence in advertising.” How 
right the authors are! And how 
urgently it needs doing. For Mr. 
Bevan, in his estimate of adver- 
tising, represents not only the 
Labour half of the electorate, 
but millions more who combine 
faith in private enterprise with 
no little distrust and misunder- 
standing of advertising, 


* * * 


[«: instead of debating the 


O promote public confi- 

dence” has, of course, 
always been the primary aim of 
tie Association. It was the object 
of its founders, who sought by 
stamping out malpractice to re- 
move the greatest cause of lack 
of confidence. It has been the 
object of its post-war leaders, 
who realise that advertising must 
observe the standards expected 
by the awakened social con- 
science of the age. In further- 
ance of this object, much has 
been achieved. ‘The Association 
deserves much of the credit for 
the fact that advertising is to-day 
cleaner and more honest than it 
has ever been. 

But the post-war generation 
knows little, and cares less, about 
what was accomplished in the 
past. Its concern is with the pre- 
sent and even more with the 
future. The Association js judged 
to-day by what it is to-day, and 
by what it has been since the 
war, during a period when it has 
been starved of money and its 
policies have often seemed frus- 
trated and confused, It is credited 
with powers and resources it 
does not possess, and there is 
perplexity because, apart from 
advertising conferences, it ap- 
pears to do so little. One hears 
the question “What is the Asso- 
ciation for?” 

The Miles Thomas Committee 
has answered this question by 
making it clear what the Asso- 
ciation ought to be and do. It 
has re-asserted the case for a 
strong and effective central body, 
with a clearly defined function. 
It has re-stated that function in 
reasoned and emphatic terms. 

The Committee is right in re- 
garding all the departmental 
activities of the Association as 
ancillary to its main function— 


0 
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Now get to grips with this 


The Advertising Association is what the major sectional organisations allow it to be, 
no more and no less. Before it can effectively promote public confidence in advertising, 
it must seek, and obtain, whatever this involves, their full confidence and support. 


that of “public relations” for 
advertising. 

Through Advertisement Vigi- 
lance can be established that 
“good behaviour” without which 
institutional publicity is as futile 
as advertising a bad product; by 
study of public affairs well-con- 
sidered action can be taken to 
protect advertising interests jn 
the spheres of politics and econo- 
mics; through the Club Move- 
ment an army of “public relations 
officers” for advertising can 
be built up; by education the 
standard of competence and thus 
the status of those who practice 
advertising can be raised; from 
research can be gleaned the facts 
which are the munitions of any 
public relations campaign.. 

Here we have another 
answer to the question “What is 
the Association for?” Not 
only must it be the public 
relations “voice” of advertis- 
ing, but it must help to 
provide the basis of right 
behaviour and of information 
without’ which no _— public 
relutions campaign can suc- 
ceed. 

The recommendations of the 
Miles Thomas Committee for the 
better performance of _ these 
ancillary functions are sound and 
well-considered. 


* * * 


UT it is nere that we enter 

the realm of controversy. 
We must take another look at 
the Report and see what it has 
to say about that vital question, 
the relationship between the 
Advertising Association and 
other advertising bodies. 

It recognises that, friendly and 
co-operative though these rela- 
tions may be at the moment, in- 
terests may sometimes conflict. It 
recognises that the scope of the 
Association must be restricted 
lest it trespass on the preserve of 
“sectional interests.” It suggests 
that there is room for further 
practical co-operation in such 
fields as education and advertise- 
ment vigilance, thus, incidentally, 
endorsing suggestions made from 
time to time in ADVERTISER'S 
WEEKLY. 

All this sounds realistic, but is 
it realistic enough? Does it not 
evade the crucial issue? Is the 
degree of mutual understanding 
between the Association and 
other organisations, some of 
which are not even affiliated, 
sufficient to ensure a clear field 
for the Association in carrying 


cut the programme the commit- 
tee envisages? 

Let us face the truth. This 
is that in none of its activities, 
save perhaps in the organisation 
of conferences, which it has 
learned to do very well, does 
the Association enjoy the un- 
qualified support of these other 
bodies. 

The 1S.B.A, has declined to 
ask its members to supply in- 
formation for the current Adver- 
tising Association research into 
advertising expenditure. The 
N.P.A.-Newspaper Society have 
their own advertisement vigilance 
organisation which that of the 
Advertising Association partially 
duplicates and with which it 
occasionally conflicts. In educa- 
tion, though there is to-day a 
genuine desire to co-operate, 
which may shortly bear fruit, the 
Advertising Association and 
L.1.P.A. have hitherto operated 
independently, and there are still 
points about which, at best, they 
can only agree to disagree. When 
not long ago the Advertising 
Association announced a plan, 
subsequently put into cold 
storage, for a public relations 
department, none of the other 
organisations evinced the 
stightest interest. The outdoor 
advertising associations go their 
own way and have let it be 
known that any attempt by the 
Advertising Association to help 
them solve their problems, how- 
ever well-intentioned, would be 
resented 

While prominent individuals 
from every section of advertising 
do support the Advertising 
Association, and keep it going by 
their public spirited personal 
service, the attitude of the 
organisations themselves is one 
ef lukewarm _ toleration—even, 
im one or two instances, of sus- 
picion. They are prepared to give 
it lip service as long as it leaves 
the real issues within advertising 
severely alone, and refrains from 
public expression, except in the 
most non-committal terms, of an 
advertising point of view. Bitter 
experience has shown that as 
soon as the Association opens 
its mouth it puts its foot in it. 
Discretion has, therefore, of late 
kept its lips sealed. 

Thus inhibited, how can the 
Association effectively “promote 
public confidence in advertising? 
The task is impossible unless it 
can command the confidence, not 
only of its members, but of the 
several bodies representing the 


several advertising interests. The 

Association is, in effect, what the 

other organisations allow it to be 
-no more and no less. 


* * * 


T would, perhaps, be unfair 
to criticise the Miles Thomas 
Committee for failure to get to 
grips with this problem. To do 
so may have been outside tts 
brief. But sooner or later the 
problem must be faced. 

It would be an act of high 
statesmanship for the Council 
of the Association, as a first 
step in the implementation of 
the Report, to call together all 
the various associations to 
discuss their attitude towards 
it, and towards the Association. 
They should be asked to define 

the functions they deem appro- 
priate to a central body, and 
those that should properly be 
reserved to themselves. They 
should work out methods of 
maximum co-operation within 
the terms of their definitions. 
And, having allotted the Associa- 
tion its agreed functions, they 
should give it support, moral 
and financial, to enable it to 
carry them out. From these other 
bodies, too, statesmanship is re- 
quired. They should learn to 
regard the Association as an in- 
strument of common policy rather 
than as a _ potential rival and 
interloper. 

In return for their support, 
these organisations might well 
expect a greater share in control. 
This might involve revision of 
the Association's constitution. It 
might become a different kind of 
central body. Now it is a loose 
association of organisations, firms 
and individuals, One can visualise 
it as a co-ordinating agency for 
education, vigilance, research, 
clubs, and an executive body for 
public relations, governed by a 
Council on which the affiliated 
bodies and individual members 
would be represented in agreed 
proportion. Its constitution 
would be a compromise between 
federation and association. 

To some this may appear a 
revolutionary conception. But 
coes this matter? The only thing 
that matters, surely, is that the 
Association should become a 
powerful and truly representa- 
tive body to “promote public 
confidence jn advertising.” Con- 
stitutions are made for man, not 
man for constitutions. They can, 
and sometimes should, be altered. 

C.D.R. 
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| 2 
Romauys & 


eo you can 
see your 
display 

in action 
before it 
goes into 
production! 


NEW SUPER SHOWROOMS 


ACME SHOWCARD & SIGN CO. LTD. 
9 SOUTH MOLTON STREET, LONDON, W.! : Telephone: MAYfair 0292 
Showrooms also at CROWN BUILDINGS, JAMES WATT STREET , BIRMINGHAM, 4 - Tel: Birm. Cent, 2345 
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ADVERTISING CASE HISTORIES—33 


How spring campaign for 


rayon was planned 


By A. J. C. WALTERS, 
Director, The British Rayon & Synthetic Fibres Federation. 


T Whitsun the first adver- 
tising and trade promotion 
campaign of the British Rayon 
and Synthetic Fibres Federa- 
tion will have been completed. 
Already we know that it has 
succeeded in its most immediate 
aim. The retailers have reported 
enthusiastically to us that they 
have markedly increased their 
rayon sales as a consequence of 


the publicity, They have re 
inforced success hy featuring 
rayon garments in’ their own 


advertisements. 

This campaign is interesting 
from many points of view. First, 
because it is a joint effort—the 
Federation js acting and speaking 
for all sections of the industry; 


producers, spinners, weavers, 
finishers, merchants. 
Secondly, it reflects rayon’s 


ent 


Work Over—_ . 
my chair and the : 


Messenger 


new importance as a_ valuable 
and versatile textile, which makes 
a real contribution to the national 
economy since it is in no Way 
dependent upon the import of 
expensive raw materials, 

Thirdly, the campaign made 
public a highly significant fact 
in rayon’s advance to public 
recognition—-that al// the top 
eleven couturiers of Britain had 
chosen British rayon fabrics for 
inclusion in their spring collec- 
tions. Each advertisement fea- 
tured one of these rayon models 
and a brief note on a member 
of the Incorporated Society of 
London Fashion Designers — Nor- 
man Hartnell (chairman), Hardy 
Amies, John Cavanagh, Charles 
Creed, Michael at  Lachasse, 
Mattli, Digby Morton, Peter 
Russell, Michael Sherard, Victor 
Stiebel, Worth. 


eeeeereree 
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Why was this 
campaign 
launched? 


Because more 
vigorous _ selling 
methods were 
required follow- 
ing the 1952 
recession. The 
rayon industry 


did not, however, 

decide to launch 

a campaign as 

a panic measure. 

There was no attempt to start 

a sort of bargain sale to clear 

stocks. On the contrary, the 

first step was to call upon all 
manufacturers to produce new 
and interesting designs and 
fabrics. We waited until we 
had “a good story to tell.” 
Because there was a big 
oppurtunity for bigger sales 
than ever before due to rayon’s 
highly competitive price. 

The industry regards this pub- 
licity as a long-term operation. 
The campaign was conceived to 
be the first of a series designed 
to increase public demand. 

The announcement that the top 
London fashion designers had 
chosen a number of the new 
rayon fabrics and featured them 
in their spring collections, set 
the tone to all the advertising 
it was high fashion in appear- 
ance, informative in content. 

The aim was maximum woman 
readership covering all walks of 
life. We used the national and 
provincial press, women’s mass 
readership magazines, 16-sheet 
provincial outdoor sites, London 
bus sides and double-crown 
poster positions in London under- 


The link between outdoor publi- 
city and sales aids was the beauti- 
ful Tage Werner sketch shown 
here. To do justice to it in full 
colour, in many sizes ranging 
from 16-sheet posters and bus 
sides down to postage stamps, 
with only one original from which 
to work, in the limited time avail- 
able, was a_ real production 
achievement. 12-colour drawn 
litho, 7- and 4-colour photo-litho, 
4-colour letterpress and even 
multi-colour silk screen” were 
processes successfully employed. 


ground stations. The campaign 
opened with whole pages in 
Woman and Woman's Own, and 
5- and 6-column advertisements 
in the national mornings. 

The main campaign, with its 
slogan “It’s Rayon this year.” 
was supplemented by a prestige 
scheme in the serious and finan- 
cial morning newspapers to 
inform the business world of the 
progress of rayon. There was 
also a campaign in Vogue and 
Harper's Bazaar, Tatler and The 
Queen, to keep the fashion world 
in the rayon picture. 

In the provinces, 1.000 16-sheet 
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“Walters of the Federation” is well-known 
and respected throughout the textile world. 
Organiser, business-diplomat and _ public- 
ist, he co-ordinates the interests of all 
sections of the rayon and synthetic fibres 
industry. He has just established Hamilton 
House, Piccadilly, W.1. as the Federation's 
promotion centre and it was from here that 
he directed the spring advertising campaign. 
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jf Se 
one ton OF 
PmAKE A TOM OF aew 


a : 
@ in five minutes one man can change this packing 
case into an exhibition stand complete with counters, models, 

Travelling as a self-contained unit, 


showcases and displays 
the conversion is made simply by opening the sides of the box 


and, immediately, sixty cubic feet of storage space ts transformed 
into over one hundred square feet of illuminated display. This 
patented principle. we call it the IVELPAK © is foolproof, 
thiefproof and practical in every way 

The particular model shown here forms part of a travelling 
exhibition produced for the British Iron & Steel Federation 
other designs are helping manufacturers and distributors in the 
form of stands and dealer-aids throughout the world. Wherever 
they go they are unique, for no two IVELPAKS look alike 
The cost is less than that normally associated with a conventional 
exhibition stand and, as it need never be out of usc, the VELPAK 


quickly repays the investment 
IVELPAK in any business. If you 


There’s a strong case for 
can come to our White City Works and see them being made we are 
Please 


sure you will find they answer some of your problems 
telephone for an appointment or tell us to send you a brochure 


one man in 
five minutes 
can erect the 


CITY DISPLAY ORGANISATION e 30 UXBRIDGE ROAD, LONDON, W.12. © SHEPHERDS BUSH 1281 
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TO A NEW CLIENT 


When we start up with a new client, it is not our 


habit to produce his orders at spectacular speed 


for a few weeks, then to lapse into a service 
which seems half-hearted by comparison. We 
make it our honest endeavour to give steady, 
reliable service right from the start and all the 
way through. 

The priority attitude to a new client means that 
other peoples’ work must suffer, to say nothing of 
creating a false impression. Where we feel that 
priorities must be arranged are at those times 
when any customer is really up against it on the 
lightning jobs which must crop up now and 
again in advertising. 

So if you are interested in finding a supplier who 
will combine the products of able craftsmen and 
a fine modern plant with a consistently helpful 
attitude to clients, ask us to send a representative 


to talk things over. 


Service in the spirit of helpfulness 


Gls CWATSON 


11! SHOE LANE LONDON EC4, CENtral 6555 18 lines 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


ADVERTISEMENT TYPESETTERS, ARTISTS & PHOTOGRAPHERS 
PROCESS ENGRAVERS, ELECTROTYPERS & STEREOTYPERS 
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@ Rayon Campaign—continued 


posters were posted in 30 towns 
and cities The design was 
exploited to the full. It was 
reproduced as a bus streamer on 
210 London buses, on showeards, 
on the cover of a_ widely- 
circulated fashion booklet and as 
a Pposter-stamp! It was also 
used by many Stores as the 
centre piece of window displays 


| devoted exclusively to rayon. 


Our requiremenis for the poster 


| were these: 


(a) That it should have a direct 
fashion appeal; 

(b) That it should be of a high 
artistic standard in keeping 
with design in rayon pro- 
ducts; and 

(c) That the colours should be 
appropriate to spring, 

The design by Tage Werner 
was, by general agreement, a 
brilliant achievement of these 
aims 

This press and outdoor cam- 
paign was planned to have a 
double effect—upon the public 
and upon the retail trade. The 
Federation augmented its store 
promotion department and dis- 
tributed a complete range of 
sales-aids, counter and window 
displays. 

A particular effort was the 
supply of nearly 500,000 12-page 
4-colour fashion booklets for 
free distribution to the public 
through the stores and shops. 
This was entitled Rayon in 
Fashion and featured drawings 


| by Graziani of models designed 
| by the top eleven couturiers. 


The response of the~ fashion 
stores was immeédiates. We dis- 
tributed approximately 20,000 


| showcards of various kinds and 


arranged special displays in lead- 
ing stores Free stereos of the 


» 


mere 
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advertisements were used in the 
provincial press. 

Thus, although this campaign 
had all the prestige and glamour 
of high fashion it was, in fact, 
used by us and our advertising 
agents, Dudley Turner & Vincent 
Ltd., to stimulate the immediate 
sales of rayon in the stores and 
shops throughout the country. 


Above: typical ad- 
vertisements in the 
spring campaign. 
They featured High 
Fashion models but 
told readers about 
the new rayon 
fabrics, from sheers 
to sturdy weaves 
available in the 
shops. 


Left: five proofs of 
the ravon industry's 
progressive attitude 
were featured in 
“The Times,’’ 
“Financial Times,” 
“Manchester 
Guardian,” etc. 
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The Case of the Advertising Frog 


** Brekekek koax koax!” 

“What is that extraordinary sound?” asked the 
little girl, sitting up in bed. 

“It is the edible frog, my dear,” replied her 

g y I 

governess, “ half a mile away in the marsh.” 

** 1 do not like his call,” said the little girl. 

“He is not 
“* He 


—other frogs.” 


calling to you,” explained the 


governess. is advertising his presence to—er 


* Advertising—like those advertisements in the 


Countryman ?” asked the little girl. 
* But 


“Exactly,” said the governess. remember 


you and | and your parents like the Countryman, 


and thus are pre-disposed to trust and enjoy the 
advertisements in it—many of which are ‘specially 
written for people like us.” 
“Are there 
little girl. 
“This family, and the Phillipses, and old Lady 
Roe and cousin Maud and some 800,000 


smiled the governess. 


many of us, then?” asked the 


others.” 


“That’s an awful lot of readers for such a quiet- 
looking magazine,” the little girl mused. 

“ Brekekek koax koax!” remarked the frog, and 
his advertising proved, like that in the Countryman, 


extremely successful. 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, -THE COUNTRYMAN’. 10 BOUVERIE STREET, LONDON, E.CA. PHONE: CENTRAL 9161 
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Group Discussions 


May 14, 1953 


By Researcher 


This technique gets research beyond 
the ‘nose-counting stage’ 


HE technique of group dis- 
cussions, or the “snowball 
interview" as it iS Sometimes 
known in the U.S.A., is of 
comparatively recent origin. It 
stems from the growing interest 
in the psychological aspect of 
marketing research work: in 
the problem of — breaking 
through the veneer of socially 
conditioned responses to. the 
fundamental motivations which 
determine behaviour. 

Ihe forerunner of the group 
discussion, which is itself still in 
the experimental stage, is the 
“depth — interview.” In this 
method a trained psychologist 
conducts a series of lengthy per 
sonal interviews with individual 
consumers. Each contact 
usually a housewife——is consulted 
separately and in private. She 
is given psychological tests which 
have the object of determining. 
for example, what associations 
are evoked for her by a new 
brand name or copy theme. Does 


What is known in U.S.A. as the “snowball interview” 
provides a useful technique for throwing light on problems 
that cannot be explained in terms of pure statistics 


it arouse deep-seated aversions of 
which the respondent is uncon- 
scious? ~=Does it, on the other 
hand, have strong emotional 
associations of a favourable 
kind? 

The limitations of the “depth 
interview” are partly a reflection 
of the inadequacy of modern 
psychological theory, moreover, 
the “depth interview” is a long 
and costly business. 

The group method is 
modest in its approach and 
usually consists of an informal! 
discussion between 6-10 people 
who are selected as typical poten- 
tial consumers of the product 
concerned. The idea is that they 
should “let their hair down” and 
discuss freely and frankly, in 
their own language, subjects 
which are relevant to the pro- 
duct’s performance, its packaging, 
or its advertising. A psychologist 


more 


iS present to guide the discussion 
along fruitful channels and to 
ensure that each member of the 
group is able, and indeed en- 
couraged, to make a full contri- 
bution to the exchange of views. 

The proceedings are recorded 
either by a stenographer or a 
tape-recorder and the psychol- 
ogist is eventually called upon 
to interpret the remarks which 
have been made 

Group discussions are designec 
to get market research beyond 
what an American editor once 
described as the mere “nose- 
counting” stage. The normal con 
sumer survey which involves 
interviews between trained inves- 
tigators and, say, the housewife. 
can produce scientifically valid 
information of a factual kind 
which permits a quantitative 
analysis of the market situation 
to be made 


OS BORNE-PEACOCK LONDON 


have moved to 


Quite often, however, a factual 
survey will throw up questions 
to which a straightforward inter- 
view cannot provide the answer. 
The advertising of such a brand 
as Horlicks has an influence the 
importance of which cannot be 
elicited unless the interview 
probes further than the super- 
ficial response. 

Many advertising men believe 
that most readers of advertise- 
ments fall into the category of 
persons who accept the copy 
story emotionally and against 
their intellectual judgments, but 
who are sufficiently influenced to 
buy the product as a result. 

Such persons will automatically 
go on to the defensive when 
asked why they prefer the pro- 
duct. They try to explain their 
purchase in a_ matter-of-fact, 
rational way and grasp at the 
“obvious” criteria, refusing to 
admit, even to themselves, their 
true motives. 

The group discussion technique 
has also been found of value to 
the agency creative side in the 


26A ALBEMARLE STREET W1 


HYDE PARK 8911 


This is a quiet and pleasant building a few yards from Piccadilly 


where we have the space to accommodate in comfort the additional creative staff 


me need. We are interested in hearing from young copywriters, visualisers, 


typographers, who believe they have the right ideas and can prodwe examples of work 


to substantiate this belief. All approaches will be treated as confidential. 


OSBORNB-PEACOCK CO 


LTb 


Incorporated Practitioners in Advertising 


LONDON 


MANCHESTER 


GLASGOW BELFAST 
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THE LINK BETWEEN FARMING & ENGINEERING © 


ROYAL SHOW NUMBERS 
July & August Issues 


Press dates Ordinary Advertisements June | & July | 


Published by . 
TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1. 
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SCOTSMAN 


' ERTISING in THE 


SCOTSMAN influences the 


considerable purchasing power of 


Scottish industrial, agricultural 


and family markets. 
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Colour Transparencies 
for Exhibitions and Displays 
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HOME COUNTIES 
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are a proved success 


over 100 cols. 
weekly 
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for over 


126,000 


circulating throughout 
Beds, Herts and Bucks 


Represented in London by 
WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 
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@ Group Discussions —continued 


formulation of new copy and pre- 
sentations. Certainly it is an in- 
valuable means of bringing adver- 
tising and marketing men into 
closer contact with the folk they 
want to impress. 

A frequent criticism of much 
advertising copy to-day is that, 
produced in the rarefied atmos- 
phere of the agency, it is written 
10 appeal to other copywriters 
rather than to the consumer. 
Many of these complaints can be 
overcome if the creative men can 
be kept in more intimate contact 
with the common expressions of 
common people, and the group 
provides one of the 
best means of enabling them to 
do so. 

It may be noted here that the 
recording of the actuai voices 
rather than the mere production 
of a typewritten transcription 
affords a more effective means of 
interpretation, Not only does it 
provide the exact phraseology 
used but also a better idea of the 
background against which re- 
marks were made, the relative 
emphasis placed upon different 
words, etc. 

The technique of group dis- 
cussion, in common with most 
other techniques used in market 
research, has its limitations. 

Probably the one which seems 
most obvious concerns the 
sample. It is asked—how can 
you take half a dozen women, 
no matter how carefully they are 
selected, and honestly declare 
that their responses are com- 
pletely typical of al] the house- 
wives in the country? Research 
people will admit straight away 
that they cannot be absolutely 
sure of this. 

The fact that the women are 
able to leave their homes for an 
afternoon and are willing to act 
as “guinea-pigs” may mean that 
they have more leisure thay the 
average housewife or are more 
likely to be extroverts. On the 
other hand, it is claimed that few 
of the housewives who are invited 
to a discussion refuse to accept. 
It is also worth remembering 
that, for all the pride we take in 


! our individuality, many of our 


emotional responses are extremely 
stereotyped and show little varia- 
tion between different age and 
social class groups. 

This is, of course, the key to 
the problem—that the more un- 
likely it is thought that the topic 
to be discussed is subject to indi- 
vidual interpretation, the more 
valuable the group discussion is 
likely to be 

Another popular query is 
whether women really are more 
willing to talk freely when they 
are taking part in a discussion 
which has been specially staged 
than when they are being inter- 
viewed and cannot be overheard 
at the doorstep. This is a very 


| relevant point when the subject- 


matter of the discussion is of a 
personal nature or affects 
opinions which are bound up 


| with the more irrational side of 


May 14, 1953 


the housewife’s make-up. In such 
cases it is more than likely that 
a woman may fail to express her 
true feelings for fear that she 
may be thought ignorant or 
stupid. 


The answer is to avoid over- 
ambitious projects and to keep 
to situations which correspond to 
those discussion group members 
are likely to encounter in the 
course of their everyday life. 

The third main snag which 
users of the method come up 
against concerns interpretation 
of the findings of the discussion. 
Bias can be introduced by the 
manner in which the psychologist 
guides and influences the course 
of the conversation. Too much 
stress cannot be laid upon the 
need for strict impartiality on his 
part. Lack of it may cause him to 
fit the discussion in with his pre- 
conceived ideas, by directing it 
along particular channels and by 
commenting on the results only 
to the extent that they can be 
adduced as evidence in support 
of his main thesis. Awareness of 
the danger and avoidance of too 
great a “depth” in the treatment 
of the topic under discussion go 
some way towards counteracting 
undesirable influences. 

This article has done no more 
than highlight the principal fea- 
tures of a form of research 
which, although it originated in 
the 1920's, is still in its technical 
infancy. 


Three valuable uses 

for group discussion 

It seems that group discussions 
are most valuable when they are 
used: 

(1) To give a lead to the way 
you should plan your next 
full-scale survey. Not only 
can the discussion group 
technique indicate what are 
the really crucial questions 
to be asked, but it can also 
throw light’ on the best 
method of approach to tick- 
lish points which might 
arouse social bias; 

(2) To provide a_ qualitative 
interpretation of the quanti- 
tative background to your 
market which you will have 
obtained from other forms 
of research. There are many 
problems which just cannot 
be explained in terms of 
pure statistics; and 
To add to the existing 
methods of pre-testing cops 
themes and presentations. 
But the danger of expediency 
when prompt advertising 
decisions are required must 
be avoided. Decisions arrived 
at solely on the evidence of 
group discussions may well 
be misleading. 

Information derived from such 
discussions should normally be 
validated by checking {it on a 
larger sample of consumers, for 
not even its most devoted ad- 
herents would claim that this 
technique is complete in itself. 
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Advertisement 
block of Poster below 
reproduced by courtesy 
of “The Acvertiser's 

Weekly 


Taste the 


difference \ 


v 
, 


Few photo-posters have attracted more attention than this thirst-making 16-sheet ‘blow- 
up’. By its bristie-sharp definition and tip-top quality you'd take it for an enlargement 
from a 4-plate negative at least. In fact, Adolf Morath, commissioned by Erwin Wasey & 
Co., made his exposure with a 24 square camera using HP3 roll film in the popular No. 120 
size. The portion of the negative from which the gigantic enlargement was produced 


with such striking success measures no more than an inch and a half square ! 


it was TAKEN ON [| FORD HP ROLL FILM 


. ItPOoRD L£IiRtiveo - fLEFOGRe * LONDON 
Trade Showroom: 106/7 High Holborn, London, W.C.1. Tel.: Holborn 3401 6 
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you know the whole sale sory?) 


Tiiseiiinteistecetedaietedabuilitianisaniniiencigeninene 
Britain. Very few of these thoppers can realise how great s part the “ botrvaier 

ploy) oe mabing the praducts of tundreds of factories ararable \o the Ketaiters 
The WT A. Whotesster wes the products of man) suanufacterets. 

Aierens ding thew mot up lu Mandard 
eévance. and therefore asd» the steudy thee of producti He becomes (he 
‘Stork keeper for the Stopkeeper 

He ects os & buffer in rising and falling markets Bert she Menufecterer 


He makes tie wler om buys setl nm 
He Guys a bulk and ditrites in wall tors, 


and the Merailer receive invalwatle ver owe from tha 4 helesaler 


© BETTER TRADE through your Wholesaicr 


THE WHOLESALE TERTHE ASSOCIATION, TS Cannon Street, Londen, £C4 


TRADE PRESS VIEWPOINT 


May 14, 1953 


Br he , 


MANUFACTURERS OF TOYS, GAMES AND 
FANCY GOODS be sure that your products are kept 
im the forefront by dealing through the medium of the 


WHOLESALE TRADE 


WHOLESALERS OF TOYS, GAMES AND FANCY 
GOODS extend over the length and breadth of the 
country, thus ensuring the widest possible distribution 
to retail outlets of all sizes—from department store to 
village shop 


WHOLESALERS OF TOYS, GAMES AND FANCY 
GOODS have specialized departments, stafied by 
experts, and carry @ range of merchandise both large 
enough and varied enough to meet the most exacting 
demands of the RETAIL TRADE 


THE POWER BEHIND YOUR SALES DRIVE) 


@ 


THE ASSOCIATION OF 


toy AND FANCY GOODS WHOLESALERS 


Serraery LM. Armour 


| MORLEY HOUSE, 26 30 HOLBORN VIADUCT LONvOs Fel 


Wholesalers in most trades are carrying out intensive 
campaigns in the trade press. 
of their publicity 


trades. 


Conferences give trade journals fine 


chance to ‘show their paces’ 


NNUAL trade conferences 
provide the trade journals 
with a fine opportunity to 
“show their paces,” but few 
consider it worth-while really 
to “go to town” in connection 
with the events, — con- 
ference issues with full reports 
of the debates and pages of pic- 
tures are certainly appreciated 
by the readers, but so often it 
is many days after the gather- 
ing has broken up before they 
arrive. What is wrong with a 
special rush edition or a sup- 
plement to the normal weekly 
issue for distribution while the 
conference is still in session? 
That this type of enterprise 
can successfully be carried out 
has been demonstrated by Meat 
Marketing, who considered — it 
would create a good impression 
on readers and suitably launch 
the publication as a fortnightly 
instead of a monthly. The occa- 
sion was a conference of the 
National Federation of Meat 
Traders’ Association, at Black- 
pool, attended by more than 
1,500 delegates and visitors, and 
on the evening of the second 
day a special edition, with eight 


pages of reports and pictures 
was available. 

How was it done? Let Mr. 
R, J. Lickorish, the editor, 
explain: “Some weeks prior to 
the event our general manager, 
P. M. Fowler, visited Blackpool 
and suggested to the Gazette and 
Herald that they should co- 
operate. They were enthusiastic 
over the idea and promised us all 
facilities. Our own printers, 
Carlings & Co., of Hitchin, also 
entered into the spirit of the 
venture and gave us every 
support. 

“The order was to place two 
editions—a 40-page plus cover 
for Blackpool, and 44-page plus 
cover for national distribution. 
Common to both editions a 32- 
page and cover went to press 
early and 1,000 were folded and 
sent by train to Blackpool. 

“All copy was written to the 
general edition and subbed-down 
for the Blackpool edition, in an 
office put at our disposal by the 
Gazette. By 6 p.m. on the open- 
ing day of the conference four 
pages of the Blackpool edition, 
complete with pictures, were made 
up and another two nearly 
completed. The job was com- 
pleted by 6 p.m. on the second 
day and only that late because 
one of the main debates was 


SCRUTINEER 


ware, 


delayed inordinately until 5.30 


pages went on the machine at 
Hitchin, at 4 p.m., on the second 
day and the final eight about 


within 36 hours of the end of 


an example which 
might profitably be followed by 
other trade papers, particularly 
It certainly shows 
an industry how “live” its trade 


journal really is. 


“rush” issue to the 
another 


records, 


and carries business 
from 1.000 advertisers. It is é-in. 
spotlights new mer- 
chandise both for spring and 
reviews 
occupying more than 40 pages, 
and shows the exceptionally wide 


is that in the colonies and 


America hardware gifts have 
been elevated to a very high rate 
promotion level. The _ public 
in- mind is much more attuned and 
receptive to hardware gifts than 
the spring number of the weekly as the case in this country. 
Hardware Trade Journal contains Bright, attractive, and properly 
cartoned merchandise, having a 
useful function in the home or 


in garden, will sell readily.” 

There can be little doubt that 
the production of issues such as 
this can do much to foster a more 
virile buying policy on the part 
of retailers, justifying the outlay 


Here are three examples 
-from the textile (“Drapers’ Record’), 
toy (“Games and Toys’) and grocery (“Grocers’ Gazette’) 


range of commodities which 
come under the heading of hard- 


The promotion of the goods in 
the shops is dealt with in special 
articles on display and the uses 
that can be made of showcards, 
—— ~ — point-of- 
or sos ie aids etailers are urged 

For the normal edition four to buy so as not to monies 
the hundreds of thousands of 
so who will be in Britain for 
eyed : de the Coronation. “The hardware 
Copies reached readers 1746 throughout the country can 
reap for itself rich rewards in 
the coming months, if only its 
retail buyers capture the right 
approach. With proper presenta- 
tion, hardware gift lines will sell 
freely and readily to our colonial 
and overseas guests. The reason 
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CONTACT + 


Most responsible buyers and sales 
assistants throughout the men’s wear 
trade are contacted regularly each 
week through “ Men’s Wear.” 

Every copy pulls its weight in sales, 
plus the building up for your product, 
of valuable, lasting GOODWILL. 


Keep the Retailer on your side 
and you cannot go far wrong! 


HEAD OFFICE : 
KINGS BOURNE HOUSE, 229-231 HIGH HOLBORN, LONDON, W.C.|! 


Branch Offices : 
MANCHESTER LEEDS BIRMINGHAM 
LEICESTER GLASGOW BELFAST 
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THE 
METAL 
BULLETIN 


8 ns 2 


THE BRITISH 


LONDON OFFICE: 


Make Sure your 
Advertisement s read by 
Shipowners, Shipbuilders, 
Marine Engine Builders 
By using the advertising 
columns of THE SYREN 
AND SHIPPING your 
name will be kept in 
front of the leading 
Shipowners, Ship- 
builders, Ship repairers 
and Marine’ Engine 


Builders at home and 
overseas. 


* 


THE SYREN 


AND 


SHIPPING 


is the only weekly Shipping 
paper to publish monthly lists 
showing Tonnage under cons- 
truction at home and Overseas 


Send for a specimen copy and rate 
card to: 


SYREN & SHIPPING LTD. 


26-28 Billiter Street, 
London, 


Phone: Royal $322 


JQURNAL OF 


Provide the ideal background for advertising to 
producers and users of metals and alloys. 


A reliable medium for HOME 
& EXPORT advertising, reach- 
ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


TWICE weekty 


TUESDAYS & FRIDAYS 


Published by 


METAL INFORMATION BUREAU LTD. 
Birkett House, 27 Albemarle St., London, W 


The immense readership 
interest and confidence in 


METALLURGIA 


METALS 


THE KENNEDY PRESS LTD., 31 KING ST. WEST, MANCHESTER, 3 
50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


PAINT, OIL 
& COLOUR 


JOURNAL 


qB 


meneee OF THe 
aver evasay 
OF cme anome 


ONLY 


journal in the 


PAINT FIELD 
with 
A.B.C. 
CIRCULATION 


figures 


83/6 FARRINGDON ST., LONDON, E.C 4 
Telephone : City 4788/9, 6640 


[eens neneeenemee 
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BOARDROOM MOMENTS 


@ Trade Press View point —continucd 
ol the idvertisers and = con 
siderab imcimng the goodw 

of the journal concerned 


Not Quite so big, but equalls 
as commendable iS the spring 
number of the (ronmmonvger the 
first since 1939, and for the first 
time in the history of the journal! 
there is a fu cowour inset in the 
editorial, This includes a picture 
of H.M. the Queen and illustra 
tions of Coronation mugs through 
seven reigns Other Coronation 
features deal with Vays of 
decorating shops for the occa 


sion and souvent rchandise 
In addition, there are 
with a 
which 


re 
articles 

»~] | riet { 
dealing Wide Varicty ol 


subjects have close rela 
and 


Nuves 
pave 


tionship to the ironmongery 
metal trad Sum total of 

in this case is 392 
this 


week! 


ind. again 


' 
pour dea comes out ever 


* ¥ ¥ 


ADVERTISING 
differencs Orings lo 
Electrical and Radio 
This monthly carries in 
issue a 
facture! ind 
products occupying 40 
Printed on a different 
paper, it is bound into. and 
numbered with, the issue The 
idea 1s not but | cannot 
joint effort on such a 
in the trade 


volume with a 
the fore 
Trading 
‘ March 
for a manu 
wholesaler of 


supplement 
his 
p: ives 


colour 


new 
recall any 
big scale 

The advertiser is) Morphy 
Richards, Lid and there is not 
a page in the supplement = in 
Which that name does not appeal 
at least Thirty pages are 
devoted to displayed advertising 
25 being taken by wholesalers. 


The 


press 


once 


ten-page “editorial” section 
of the supplement is devoted to 
articles concerned with — the 


various aspects of promotion of 


Morphy-Richards’ products. Re 
tailers are told that for the first 
time since the war the company, 
which has a weekly output of 
25,000 in electric irons alone 
(apart from vacuum cleaners, 
toasters, iron stands and flex 
supports), is launching a con 


sumer advertising campaign, 
which will be largely focused 
on a publication styled /roning, 


to be sold for Is. per copy 

The magazine, which will 
feature Elizabeth Allan as con 
sultant on ironing and home 
laundering, ts to be translated 
into foreign languages and dis 
tributed throughou; the world. 

In return for its support the 


wholesale trade gets this bouquet 


from the manufacturer: “Whole 
sale distribution has been chosen 
by Morphy-Richards, Ltd. be 


cause it represent the cheapest 
and most efficient method of 
supplying products which are in 


nation-wide demand on a large 
scale.” 
¥ ¥ y 
Because rt believes that “with 
customary British reserve.” the 
flour confectionery industry has 
never boosted itself sufficiently 


LY 
“t4*#ourre & 
‘ 
. 
From “Confectionery Production 


comes this gem of a cartoon 


to show that it can lead the 
world on its style, fashion. 
adaptability, skill and presenta 
tion, British Baker decided to do 
something about it The journal 
reset ved space al the Inte: 


national Confection: 
it Dusseldorf and made arrange 
ments to put on show a range 
of confectionery which showed as 
fully is possible the high 
Standard of excell achieved 
by British craftsmen in this 


ry Exhibition 


Nee 


sphere. The goods ranged from 
comprehensive Coronation show- 
pieces, one of them measuring 
approximately 6 ft. x 2 ft. x 3 ft. 
and weighing nearly a hundred- 
weight, down to typical Scottish 
shortbread and birthday cakes 
\ special aircraft was chartered 
to carry them to Dusseldorf 

The expense and extra work 
entailed in such an enterprise as 
this must surely be offset by the 


increased prestige value which it 
commands 


ADVICI ON the important 
subject of window display ts 
provided for readers in varying 
degrees of usefulness, by trade 
journals in most spheres. One 
article on the subject which calls 


for special mention is published 
in’ Hairdressers’ Journal, It 
focuses attention on “the valu 
able publicity site’ which men’s 
hairdressers throw away when 
they smother their windows with 
paint, Of course, most of these 


people consider that the space is 
more valuable in the salon. The 
point they seem to overlook {ts 
that to-day, the men’s hairdresser 
is a salesman, as well as a crafts- 
man 

Emphasising this point, the 
writer points to the benefits of 
good window display both to the 
hairdresser and, of course, to the 
numerous suppliers whose goods 
would be shown. “Window dis 
plays for hairdressers may be 
used to stimulate the sales of 
services, of goods, or of both at 
The popular display 
is that of quick-selling articles in 
which prices play an important 
part 


The effect 


(Continued on page 
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ADVERTISER'S WEEKLY 


* HARPERS WINE & SPIRIT GAZETTE-HARPERS SPORTS & GAMES | 


HARPER'S 
SPORTS & GAMES 


The leading Sports Trade weekly 


HARPERS 
Guide to the Sports Trade 
The comprehensive annual Directory 
of the Sports Trade (1953 4 edition 
now in the course of preparation) 


HARPERS 


Wall Chart of playing areas 
of Sports and Games 
3'td. 
giving official dimensions of playing 
fields, courts, goal posts etc.,” of 30 
sports and games 


HARPER & CO. 


c 
41 mS 


s LLOYDS AVENUR, LONDON, E.0.3 


WINYVAW FHL -Y39ONFLY VE 9H1- 3SNOH BN1I B ISUNOD 153910 JOVHL SIINVIIddv ¥ 1VOD 


- HARPERS GUIDE TO THE SPORTS TRADE-HARPERS EXPORT WINE & SPIRIT GAZETTE - 


- HARPERS DIRECTORY & MANUAL - HARPERS DISTILLERY MAP 


HAVE YOU SINISTER DESIGNS? 


Confess — you would rather like to liquidate a 
few clients, wouldn’t you ? Nag about costs, 
don’t they ? Well, give ’em Celotex ! That's 
right use Celotex Industrial Hardboard (we'll 
tell you why in just one moment) in all your 
designs and everyone will be happy. Celotex 
can be used over and over again. You can have 
it bent, nailed, screwed, stuck, hack pardon, 
sawn, just like wood. Decoration is perfectly 
quick and straightforward. Use Celotex for 
parutions, walls, counters, doors, display panels, 
cut-outs everything ! Available in economic 
easy-to-handle sizes—-4’ 0” wide and up to 5‘ 0” 
in length. And just look at the price— 


30s. Od. per 100 square feet 


CELOTEX 


INDUSTRIAL HARDBOARD 


48,000 of these display units were produced by automatic 


enaen promen praaing, with ten eens at Snes ned Write or "phone the Industrial Sales 
and colour. Carrying dummy cartons they fold completely : 
flat for packing. Department for further details and samples 


Another job well done by .. . 


décor ADVERTISING 


24 GLOUCESTER STREET, BRISTOL 2 - TELEPHONE 26817 . 20460 


MADE IN ENGLAND BY CELOTEX LIMITED 


NORTH CIRCULAR ROAD, STONEBRIDGE PARK, N.W.1O TELEPHONE: ELGAR §717 
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ADVERTISER'S WEEKLY 


es | 
To reach 


all kinds of 


FOOD 
MANUFACTURERS 


COLLINSONS 


ADVERTISING 
AGENCY LTD. 


LEEDS 
advertise in 


FOOD 
MANUFACTURE 


Dawson 


Jar, Bottle, Can, 
Bakers Tray, 
and Utensil 

Washing 
Machines 


FOOD MANUFACTURE 
STRATFORD HOUSE, EDEN ST., LONDON, N.W.t 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


E dalieed thly 
I journal dealing with ell 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved —-open-cast coal and 
fron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


ROUP 


MANUFACTURING CHEMIST 
PInReS (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS--ATOMICS 
FOOD MANUFACTURE 
| POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 
All published at 
Stratford House 
Eden St., London, N.W.1 
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| Technical journal practice 


A “WIDGET” is a_ hypo- 
thetical consumer product 
sold through normal trade 
channels. The entire Widget 
field will cover Widget manu- 
facturers, Widget wholesalers, 
Widget dealers and Widget 
sales representatives, working 
for the manufacturers and the 
wholesalers. 

A publisher has decided to 
publish a journal in the interest 
of Widget dealers and call it The 
British Widget Dealer. He offers 
to send it free of charge to every 
widget dealer in the country, but 


/ not to widget manufacturers, not 


to widget wholesalers, not to 
widget salesmen. His Control, 
which he states publicly, says that 
The British Widget Dealer will 
be sent free to any widget dealer 
who applies. 

Although The British Widget 
Dealer is edited solely in the 
interest of widget dealers, others 
in the widget business will recog- 
nise its value to them and will 
want to receive it regularly. To 
comply with this demand the 
publisher can offer to accept paid 
subscriptions from them, i.e. from 
widget manufacturers, whole- 
salers and salesmen. 

This publishing venture demon- 
strates how a “controlled cir- 
culation” journal operates, 


Distribution restricted 
to given field 


A controlled circulation is one 
in which distribution of a pub- 
lication is restricted to persons 
whose business or professional 
interests lies in a given, clearly 
definable field. They may be 
farmers, iron founders, wine 
merchants—or any group that 
the publisher elects to serve. 
The journal is edited in the 
interest of people in this group. 
It will be of little or no interest 
to those engaged in some other 
business or profession. 

A controlled circulation has to 
do essentially with concentration 
based on function or kind of 
business. It is neither, as some 
advertisers and advertising agents 
have supposed, a fancy name for 
free distribution nor a system of 
mailing by rotation to segments 
of a mailing list or to different 
geographical areas. 

The value to the advertiser 


Specimen copies on request 


which attaches to this concen- 
tration will be greatly enhanced 


May 14, 1953 


What ‘controlled circulation’ is 


and how the ‘control’ works 


BLAKE OZIAS, editor of Industrial Equipment News, 

one of the few British journals with a controlled circulation, 

explains how the ‘control’ operates, the principles to be 

observed, and why the system of distribution should interest 
advertisers. 


if the entire field is covered—if 
the journal goes not only solely 
to iron founders but to all iron 
founders, and thus provides 
complete “coverage” of the field. 

Now, the only way in which 
this complete coverage can be 
achieved with fairness is to 
distribute the journal free of 
charge to everybody in the field 
for which jit is edited, For no 
matter how much money the 
publisher is willing to spend to 
get paid subscriptions—and no 
matter how cheaply he offers 
his journal, he can never get 
everybody in the chosen field to 
take out a paid subscription. 

I have said that only free 
distribution is “fair” because 
obviously it would be unfair to 
accept paid subscriptions from 
some and send your journal free 
to others. So free distribution 
was a natural, one may say an 
inevitable, development—a refine- 
ment in fact-—-of control by 
function or type of business. 

Specialised publications need 
not necessarily have a controlled 
circulation but they are the only 
kind that can have it. Unless 
a journal is of this nature the 
publisher cannot set up his Con- 
trol—cannot define the category 
of persons to whom the journal 
will be addressed. Likewise, a 
controlled-circulation publication 
cannot be distributed through 
newsagents. You could not ex- 
pect a Newsagent to question 
every buyer and refuse to sell to 
those ineligible under the control. 
But the publisher, sending his 
journal by mail, can and does 
refuse if the applicant's business 
is Outside the journal's field as 
defined by his Control. 

Having chosen the field he will 
cover, the publisher can make his 
Control wide enough to cover the 
entire field or he may narrow it 
down to a segment of that field. 
A journal edited for farmers 
might be sent to all the farmers 
in the country, and if such were 
the terms of the Control an appli- 
cant for it would have only to 


satisfy the publisher that he was 
engaged in one way or another 
in farming. 

But the publisher may wish to 
address his journal to a more 
select lot of farmers and, for 
example, limit distribution to 
farmers who own and work their 
farm. A tenant farmer would not 
qualify. 

Or he may wish to make 
his circulation still more selective 
by limiting the distribution 
of his journal to farmers who 
own and work a farm of 200 
acres or more. A tenant farmer 
who works a 100-acre farm would 
have to take out a paid subscrip- 
tion while the 200-acre farmer 
would receive the journal free of 
charge. 

To be fair to advertisers 
these 100-acre tenant farmers 
should not be counted in the cir- 
culation because the advertiser, 
having studied the journal’s con- 
trol, is aiming at owner-farmers 
who own and work 200 acres— 
obviously better prospective cus- 
tomers than the small tenant 
farmer. 


An example of 
persons eligible 


In the case of our journal, the 
Control, briefly summarised, stipu- 
lates that it shall be distributed 
free only to executives exercising 
functions of responsibility in 
connection with production in 
manufacturing plants in Great 
Britain. Persons eligible are the 
Managing Director (in the smaller 
companies), Design and Develop- 
ment Head, Technical Director, 
Production (or Works) Manager, 
Plant Maintenance Engineer, and 
Chief Buyer (in the larger 
companies). The journal is NoT 
sent to a _ person designated 
simply as “Director” unless his 
chief concern is with operations 
in the factory. Paid subscriptions 
are accepted but not solicited and 
are not counted in circulation 
statements. At present we have 


(Continued on page 316) 
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Which door do you open 
to close a sale? 


Many one-room shops of the past have become industrial 
grants ...and the salesman has a tougher job. He must 
contact many men in each organisation .. . behind any one 
door may sit an unknown man whose opinion can influence 
a sale. 


ADVERTISER'S WEEKLY 


The Machinist, however, gets past closed doors and so helps 
your salesmen by reaching both the 
direct and indirect buying influences. 
The Machinist advertising thus makes 
and maintains contact, arouses interest, 
creates preference and enables the sales- 
man to concentrate on the important 
job of securing the order. 


So whether you sell— 


MACHINE TOOLS 
OR CUTTING OILS 
GAUGES OR 
ELECTRIC MOTORS 
ABRASIVES OR 
MATERIALS 
HANDLING 
EQUIPMENT 


—in fact anything for 


Metal Working Production The first step in any sale is 

you will find The to contact all the men who 

Machinist the most directly or indirectly control meneame 
or influence the purchase of DIRECTOR 

profitable advertising your product. ee 

medium. _— 


SUPERINTENDENT 


* For further details write to 
THE DIRECTOR OF ADVERTISING — 


TELEPHONE: CENTRAL 0911 


PLANT AND PRODUCTION ENGINEERING 
McGRAW-HILL PUBLISHING CO. LTD. McGRAW-HILL HOUSE, 95 FARRINGDON STREET, LONDON, E.C.4 
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© CONTROLLED CIRCL- 
a peer | Legal 
Ry, LATIONS—continued 


less than a dozen paid sub THE 
an scriptions iy 
aa The building up and mainten SOLICITORS The Monthly 
i. ance Of a mailing list with in R e ‘o 
=P flexible observance of the terms | JOURNAL egis r 


f va of the control requires meticulous | 
" attention and constant vigilance, Your announcement will have 

} entailing a considerable volume | 
‘ of correspondence Some | direct access to an influential 
American publications have a section of professional people 


questionnaire which applicants | 
whose function is not clear from 
their designation must complete 
before their names will be added 
to the list 102-103 FETTER LANE 


| who subscribe to the only legal Food Manufacturing Building 
Controlled circulation is by no | LONDON, E.C.4 


weekly for practising solicitors. 


means a new idea. It originated CHA, 655 
in the United States more than 
25 years ago and there are now 
some 300° publications — there 
og : which are distributed on a con Boot and Shoe Trade 
“au trolled basis. 
, By 1931 the need had become 
pressing for an independent 
me ; auditing organism for controlled 
Wee circulations, and at this juncture 
i 39 publications and Il advertising 
agents organised a new audit 


21 YEARS 
OF PUBLICATION 


a i a 

i } bureau —- Controlled Circulation a Leading : a oe 
a * Trace REVIE 

Fi Audit, Inc Britain s vows Sg 
he > Gee I 
4 


According to its 1951 Report, 
C.C.A. now has 482 members, Weekly Sh 
; made up of 116 leading manufac r 
Ps turing corporations representing Leather Trade Pat 
= advertisers, 78 leading advertising 
avents and 288 controlled-circula 


Painting 
tion publications Audits are SPENCER HOUSE, SOUTH PLACE, E.C2 Meat Trade ¥ and 
made by C.C.A. auditors and TEL: MONARCH 0666 GRAMS: ALSHUNUZE Decorating Trade 


consequently are costly, They go 
into minute detail] with regard to 


Rate card and specimen copy on applicatio,, 


all factors which determine the Meat Trades’ Journal 

value of a circulation; and par- Weekiy net sales exceed & ae A Established 
ticularly is C.C.A. concerned THE SHOE & LEATHER 31,000 ede e @ 1881 
to see to it that’ the terms of ’ 


The Leading journal for all associated 


: The J tof D ti 
: his Control are being | strictly R ECO R D For over 60 years the official ee = een 
wi observed by the publisher organ of the meat trade. 


2 : 5 CHARTERHOUSE SQUARE, LONDON, E.C.! with the Painting and Decorating Trade 
f eee CROMFORD HOUSE - MANCHESTER 4 
3 @ TRADE PRESS Founded 1886 
VIEW POIN T—continued Read by the men who 
E's displays ts stressed, and there ts a matter in the trade 
isis plea for more amusing win- " 
| ili dows Another idea’ suggested e Gas Timber Trade 
Nag: is the clear backless — win- ; ; Se 
wee dow through which, when the GRANVILLE HOUSE ’ —The 
a shop ts closed, dummy figures ARUNDEL ST. LONDON WC2 Gas Journal 
aa could preg a chent in the Tel. TEM 5524/6 Newspaper and expert technical weekly WOODWORKING 
chair and an assistant attending ' 
to him. In this way, the window Gas Service INDUSTRY 
gets a second look and the Th set tor Gea The technical J lof th 
: s = a e specialist for Gas Sales and e technical Journal of the 
‘ meme ct ine sasen i iperinted | Paper Trade apn timber using industries 
> : : : 11 Bolt Court, Fleet Street, E.C.4 ; 
Si ‘ 180 Fleet St., London, E.C.4 
; Pikst issue of Screenprinting THE PAPER MAKER Tel.: CHA. 8844 
a Review, planned as a quarterly, THE PAPER MARKET straits 
« has, appropriately enough, a silk THE PAPER BOX & BAG MAKER 
screened cover. It is planned to PHILLIPS PAPER TRADE DIRECTORY Campaign in a 
ete sell screen-printing to the print OF THE WORLD +* Se ” 
he Soi buver, rather than as a technical S. C. PHILLIPS & CO.. LTD Selling” Journal 
a review Ihe opening article, by a “GAS TIMES”—Sclis gas plant. 7 
mh \ Major C. W. Cousland, technical 3 TUDOR STREET, LONDON, E.C.4 appliances and engineering Health, Hygiene and 
Pg ’ be ; b quipmen 4 4 
Fe pt _— sen W Ss. Craw “INDUSTRIAL GAS"—Sclla gas Sanitation 
a ford, Ltd, gives this encouraging fired furnaces, dryers and gas 
‘an information to the — industry qt WORLD s heating equipment 
a p The reen-printing proce i Both are under the Editorial Direc 
* Becton: 3 a rote ua ts = Rastinetae a PER TRA tion of Dr, W. F Coane M sc : World's Leading Journal for 
E zg arc ‘ endc F.R.LC., F.ILM., M Inst.F Health, Hygiene and Sanitation 
\ a future, both in quality and 
; quantity of its work gare REVI roe pe oo , THE JOURNAL OF THE 
™ nor be long before letterpress ; » are AMITED Ro al Sanitar Institute 
ome work, too, will find silk-screen THE PAPERMARERS’ WE 157 Hagden Lane, Watford, Herts Y . Y 
i ; printing a Vigorous and high A.B.c. MEMBER Telephone: Gadebrook 2308/9 90 Buckingham Palace Road, $.W.! 
quality competitor.” 329. HIGH HOLBORN, LONDON. WC! Telegrams: Techpress, Watford Tel.: SLOane 5134-5 
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SPECIALIST AS 


Municipal Works and 
Local Government 


Export 


SURVEYOR 


Aod Mapicips! ond Couoty Engineer 


The Powerful and Trusted 
Journal for all 
Advertisers 
wishing to reach :— 

@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITECTS & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.I 
TELEPHONE: HOLBORN 0452 


“ENGINEERING 
& ALLIED TRADES REVIEW” 


A quarterly publication 
devoted to EXPORT 
World-wide circulation 
15,000 copies per issue 


165 FENCHURCH ST., LONDON, E.C.3 


Can-Making Trade 


Printing Trade 


THE BRITISH & COLONIAL 


Printer 


THE ONLY TRADE WEEKLY 


TIN-PRINTER & 

BOX MAKER 
Specialist monthly magazine covering print- 
ing on sheet metals, and the fabrication of 
plain and decorated tins, cans and boxes 

from tinplate and aluminium. 
CANNING PUBLICATIONS 

14-15 COLEMAN ST.,LONDON,E.C.2 

Tel.: MONarch 1995 


Paperé&Print 
QUARTERLY 
329. HIGH HOLBORN, W.C.I 


Photography 


Good Photography 


Monthly—-for all 
amateur photographers 


it Bole Court, Fleet Street, E.C.4 


Metal Industries 


y= journal in steel 
for real reader interest 


THE 1 BRITISH 


STEELMAKER 


7 CHESTERFIELD GARDENS W.! 
REGent 3066 


Furnishing Trade 


Heavy Clay 


Industries 


SERVING THE CERAMIC INDUSTRY 
The Refractories Journal (Official Organ 
of The Refractories Association of Great 
Britain). Claycraft (Official Organ of the 
Institute of Clay Technology). Ceramie 
Digest for Machinery Makers and Ceramic 
Manufacturers at home and overseas. 
(Published at 34 Townsend Drive, St. 
Albans, Herts.) Annual Subscription: 30s. 
Gt. Britain, 35s. Overseas 
London & Sheffield Publishing Co., Lid, 
7 Chesterfidd Gdns., Curzon St., W.1. 


TO CONTACT 


INDUSTRIAL 
BUYERS 


use their own a . 


Pick 


Published by 
PURCHASING OFFICERS ASSOCIATION 
WARDROBE COURT 
46a QUEEN VICTORIA STREET, E.C.4 
Tel. CITY 5848 9 


Journal of the 
INSTITUTE OF PUBLIC 


SUPPLIES OFFICERS 
Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
* Nationalised Industries 
40 Sackville Street, London, W.1 


Telephone : Grosvenor 7281 


Lubrication 


y Independent 
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Transport 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, E.C.4 
Tel.: CHA. 8844, 


PASSENGER 
TRANSPORT 


* 


Your announcement in “ P.T.” 
reaches operators and manufac- 
turers of the world’s largest road 


vehicle fleets. 


PASSENGER 
TRANSPORT 


Telephone HOLBORN 9914 5 


| 
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ADVERTISER'S WEEKLY 


‘AMBASSADOR 
EXTRAORDINARY’ 


Considered as a production job 
alone, The Ambassador “extra 
ordinary” edition, consisting as it 
does of 300 pages without the 
covers, was a considerable opera 
tion The 130 editorial Pages 
are complemented by 170 pages 
of advertising. The editorial pages 
are printed on 39 formes and the 
advertising pages on 109 formes 

In the editorial alone there are 
29 pages of full colour, eight 
pages of three colour, nine pages 
of two colour, and 84 pages of 
black-and-white. The 
printed in two bronze 
four-sheet art board. The eight 
page smal! inset “Once Upon a 
Time” was printed in letterpress 
offset on Diploma Cartridge in 
three colours, Two supplements 
drawn for The Ambassador by 
Graham Sutherland and John 
Piper, totalling 20 pages, were 
printed in four colours on offset 
litho, 82 Ib. paper; four pages are 
on Holly Cartridge; eight pages 
on Primrose Calendered Cart 
ridge, and eight on Blue MI 
The remainder of the book was 
printed on 89 Ib. art papet 

The cover inks were supplied 
by Malcolm Wade; other inks by 
Lorilleaux & Bolton, and Shackle 
Edwards 

All blocks were made by 
CC, & E. Layton Ltd. Printing 
and binding were carried out by 
Hunt, Barnard & Co., Ltd., in 
association with Cockaynes, Mar 
shall Press, and Pulmans 
Editorial text was composed in 
Monotype Bodoni and all head 
ings in Perpetua Bold. Editorial 
blocks were solid mounted and all 


cover is 
inks, on 


editorial text was printed from 
new type. No type was stereo 
In the advertising section— of 


Which 8&3 pages were 
and produced by //e 
studio 37 


designed 
Ambassador: 
pages are in black 
and-white; 38 in black plus one 
(this includes 25 in which gold 
is run as an extra colour), there 
are 91 full-colour pages, some of 
which employ gold as an extra 
colour; and there were also four 
pages in three-colour working 


* ¥ ‘ 
Trader Handbook 


by Trader 
nearly S00 


1953. published 
Publishing Co has 
pages of mformation 


for manufacturers, suppliers and 
repairers of motor, motor cyck and 
cycle goods, In the Buyer's Guid 
section, nearly 170 makes of motor 
vehicle spare parts are listed The 
| list of trade repairers and servicing 
of recessorl and = components 
covers more than 100) headings In 
the addresses section, many new 
firms appear, and over 700) new 
brand names have been added to 


the Proprietary Names list 


* , , 


Don Michell, new 
Laundry, ha 
ference « 
Cleaning 


dior Power 
been appointed con 
cretary of the first Dry 
Technical Conference to 


b sponsored hy th Guild of 
Dyers and Cleaners. The conference 
will be held in London, September 


26-27 


May 
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THR WIRMINGRAM POST. WEDNESDAY, APRIL A 100 5 


LONDON TAX Court of Enquiry Into |sensens PuscerT pee o7 exw 
SERVE, | mem j 
DAUINE Austin Dispute | LONG MYND 


te en Nea tal ar cmt 


May ¢ be | i Fam 
bse to Open Next Tuesday | for" 


uw 
oot 1ANAADY 
13" 5" MA eLED 
ne ee ihe Vortwerk ee Balen 
: en ee 


On /(wijstever page 
your 4 ae 
in “The Birmingham 
Post” is placed you 
| can be sure it will 
command maximum 
reader attention. 
Take for instance, 


‘ros arr wow 


BY EHDINGION —Ppewent | Varied Prices of lets 
i Opera SINGER Das Trends? | (oe Cnakers 


the news page ‘‘facing 
leader”. Here the 
sites offered are 


one tier hats virtually semi-solus, 


for the leader page 
carries no advertising 
but the time-honoured 
“<Bieths, Marriages 


y-saseend ee Oe ) st 
Seno taremation Poatemery m= 


SS SCOTTISH SUNDAY: AN APPEAL hw tentanetenrmtinemting Form lt tome uta iin Every wr'will be made 


— aeentitnt FOR * wort payne oy a ee ed peep anno én ~* 

mwenganier ; rT ORNE by advertisers for selected 

encemnal SROTHERS LimiTEes positions, provided that space 
ASST ecmoen se Ro is available. 


To cover the Midlands first cover Birmingham 


te . The Birmingham Post 


nea | 38 New Street, London Office : 
Birmingham, 2 88 Fleet St., E.C.4 


Blackhesth © Bromsgrove * Coventry * Dudley * Kidderminster © Leamington Spe * Redditch © Tamworth Walsall and Wolverhampton 
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HERE IS BRITAIN’S ECONOMIC BAROMETER 
—AND THE GLASS IS RISING AGAIN 


By STANLEY OREANU 


of Research Services Ltd. 


In early March the position of 
Midlands industry, with a rise in 
uncmployment and a falling-off 
in export markets, was causing 
anxiety. ‘Now, the picture is 
brighter. New export outlets 
have been found, home buying 
has revived, and Mr. Butler’s 
budget has stimulated the car 
trade. 


IKE an economic _bar- 

ometer, industry in the 
Midlands reflects the outlook 
of Britain’s trade. All the 
changes in economic pressures 
are felt by the varied manu- 
facturing industries in which 
the Midlands specialise. If 
re-armament is cut or stepped 
up, if the terms of trade move 
for or against us, if foreign 
competition becomes more 
aggressive, the Midlands know 
about it, 


Industry in this region has to 
be highly adaptable, so that it is 
well able to cope with changes. 
Marketing in the Midlands has to 
be equally adaptable. Every 
month brings some alteration to 
the picture. 

Lately, a rise in unemployment 
in the Midlands has been causing 
uneasiness. More workers are 


looking for fewer jobs, as there 
has also been a marked fall in 
the number of vacancies. The 
figure of unemployed, running at 
about 27,000 in mid-February, is 
substantial, but has probably 
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Division and sub-division boundaries: 


Main industrial and commercial centres; 


residential districts. 


older 


Transitional residential areas of varying age. 


New residential fringe. 


been given more emphasis than 
it deserves. It still only amounts 
to an unemployment rate of 1:3 
per cent. The record of the 
Midlands has been so good in 
this respect that any increase 


seems bad by comparison, No 
one can expect to sail through 
smooth water all the time. 

An example of rapid fluctua- 
tion was shown recently by the 
cycle and motor-cycle industry. In 
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For sites worthy 
of your poster 


Consult 


Sheffields 


Publicity House, Cornwall St. 


Birmingham 


Phone: Central 3784-5 


BEMROSE 
PUBLICITY 


COMPANY LTD. 


WELLINGTON STREET - DERBY - TEL. 45471 
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the 


a closer 

ments in 
these not oni 
and 


likely to 
fall in 


that 
popular models had increased by 
a Vear or 
in the price of the Morris Minor 
means more than a 
in the price of the new Bentley, 
which is 
out ot 
Some of the luxury 
however, be 
ened extinction 


directly 
It will 
new 20° per 
ance for capital expenditure on 
plant and machinery 
Wal 
pended by the motor industry on 


duction capacity of 4,000 vehicles 


early part of the year 
some large firms, such as the 
Hercules Company at Aston, were 
working a four-day week and 
there was talk of cutting down 
to a three-day week in smaller 
firms The bottom seemed to 
have fallen out of the export 
market, with India and South 
Africa now producing their own 
machines. The loss of the Indian 
market was described by one 
industrial correspondent as “irre- 
placeable.” and it was questioned 
whether production capacity had 


not been ruimously over 


expanded 


That was the position at the 
heginning of March. But by 
April it could be reported that 
new export markets had heen 
found, while home buying had 
also picked up. The revival of 
trade was sufficient to bring 
the Hercules company and 
other firms back to a full 
5-day week a welcome Ove 
that was certainly unexpected a 
month before 


Budget made 
the picture brighter 


The latest thing to change the 
picture for the brighter 1s M1 
Butler’s budget. When the 1951 
budget doubled the tax on cars 
there was strong resentment in 
the Midlands News of — the 
reduction in tax from 66 per cent 


to 50 per cent has been received 
gladly by 


Midland manufacturers 


but still with the feeling that 


the petrol tax ought to have been 
cut at the same time 


worth our while to take 
look at recent develop 

the car trade, since 
affect the welfare 
Nackets of about 
workers in the West 


It 1s 


Ware 
160,000 


Midlands, but are also of interest 
to advertisers 
aspect 


from the sales 


Sales of 


cars seem 
from the 


cheaper 

benefit most 
tax. Within a few days 
budget it was reported 
Wailing lists tor some 


vt the 
the 
A fall 


more 


of £52 


fall of £430 
in any case priced right 
the ordinary market 
models may. 


saved from. threat 


Prospects of 


car export trade 


The car trade is not 
home taxes. 
though from the 


cent initial allow 


export 
affected by 
benefit 


the 
€i- 


Since 


great sums have been 


capital development. The Austin 
Company have built the works at 
Longbridge with the huge pro 


a week. 
Company of Coventry spent over 


concession 
manufacturers will be better able 


The Standard Motor 


£8 million on capital equipment 


between the end of the war and 
about a 
mode! requires fresh capital ex- 


year ago. Every new 


penditure on a very large scale. 


It cost £1 million to too! up for 
the Standard Vanguard, and for 
other models the figure has been 


The new 
that British 


million. 
means 


nearer 


£14 


to retool to meet foreign com- 
petition and may be able to cut 
prices abroad. 

A lot has been heard in the 
Midlands lately about the Volks 


ereeee 


eeeee 


The Midlands car industry will 


benefit from Mr. Butler's tax con- 
cessions. 
Purchase Tax, waiting lists for 
some popular models have 
creased by a year or more. 

new 20 per cent initial allowance 
for capital expenditure on plant 
and machinery will help them, 
with other manufacturers, to re- 
tool to meet foreign competition, 
and maybe to cut prices abroad. 
Despite warnings 
ings, exports of British cars have 
been 
shipments in March were nearly 
20 per cent above the average for 
the first two months of the year. 


Owing to the cut in 


in- 
The 


and forebod- 


looking up lately. Car 


seeee 


wagen, 
the 
post-war Germany is making and 
exporting. 
appeal to British drivers, it has 
already eaten a large slice out of 
the 


of the largest manufacturers of 


the 
Nazis 


that 
that 


car” 
and 


“people's 
promised 


Though it may lack 


cheap 
recent 


car market abroad. 


The Geneva Show em 


phasised two needs on the part 
of British cars competing in the 
European 
Was 
services, as 
Volkswagen, the other for more 


export) market, One 
lower prices and good 
represented by the 


for 


glamourous line; to compete 
with foreign cars in the luxury 
range. 


Yet in spite of warnings and 
torebodings, exports of British 
cars have been looking up 
lately, Car shipments in March 


amounted to almost 25,000, 
nearly 20 per cent above the 
average for the first two 


months of the year 


Austin dispute 


a hard blow 


The kind of thing that strikes 


a hard blow at the car trade was 
the 

7.300 
labour.” as the saying goes, but 
another 
willingly 
tions of 
such that workers in many other 


Austin’s 
“withdrew their 


dispute at 
workers 


reeent 


10.000 were thereby un- 
affected. The ramifica 
the motor industry are 


firms supplying equipment to 
Austin’s found themselves in 
volved. The Lucas company. one 
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The area is the Black Country and 
Shropshire. It extends for 800 
square miles into Staffordshire 
towns renowned for their industrial 
efficiency and into importunt agri- 
cultural districts of Shropshire. In 
this compact and thickly populated 
area, the Express and Star with 
branch offices in ten centres, cir- 
culates over 184,000 copies each 
day. The flat rate of 35- per 
single column inch is the best 
value offered by any provincial 


evening newspaper. 


by the thousand / 


SHREWSBURY 


= Litre 


ALL ABOUT THE AREA SERVED 
BY THE EXPRESS AND STAR 


e 
STAFFORD 


"} STAFFORDSHIRE 


~——s 


SHROPSHIRE 


 CANNOCK 
‘ © LICHFIELD 


WELLINGTON j 


“ ** WOLVERHAMPTON 
a ° 
WALSALL. 
BILSTON 
WEDNESBURY 


BRIDGNORTH OUOLEY 


’ OLD HILL 
STOURBRIDGE 


The purpose of this modest little publication is to present in simple 
straightforward form, all the information available, or obtainable, about 
the area served by the Express and Star—the 800 square miles of the 
Black Country and Shropshire. 


It contains thousands of up-to-date facts, neatly tabulated under headings, 
dealing with the diverse industries, retail outlets, populations, local habits, 
circulation analysis etc. 


EXPRESS s STAR 


HEAD 


REPRESENTED 


OFrriceé 


IN LONDON BY C. P. R. CRANE, 


WOLVERHAMPTON 


44-45 FLEET STREET, €E.C.4. TELEPHONE: CENtral 6820 
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ADVERTISER'S WEEKLY 


YOU CANNOT 
COVER THIS 
AREA, WITHOUT 
THE 
NEWSLETTER 


COVERAGE IN MID-8TAFFORDSH/RE 


aie 


a 
SS 
Head Office: 22, Mill Street, Stafford 


London Office: H.C. Blanchard, 134, Fleet St. 


For FULL COVERAGE of 
NORTH WORCESTERSHIRE 


and 


SOUTH STAFFORDSHIRE 
You must use the 


DUDLEY HERALD SERIES 


(A.B.C. guaranteed net sales) 


Head Office: 
Priory Street, Dudley 


London Representative: 
H. H. |. GIBBONS 

110 Fleet Street, E.C.4 
Phone: CENcral 7955 


Advertisement Manager 
H. R. VINER 
Phone; Dudley 2424 


There's nothing to beat the 


Welton Mowbray Times 


for density of circulation 
in the flourishing agricultural town of 
Melton and villages around. 


MILLIONS of pounds change hands each year 
in Melton’s cattle market. 


LIVELY, independent and well-read—that’s the “Times” 
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electrical equipment, were com- 
pelled for a time to place several 
thousand workers on a four-day 
week. 

Heavy dependence on _ the 
motor trade has proved both a 
boon and a snare to parts of the 


West Midlands. One sees this 
most clearly in Coventry where 
47 per cent of the men are 


engaged in the vehicle and air- 
craft industries. In Coventry it 
has proved easier to talk of 
“diversifying” industry than to 
put forward workable proposals. 
Employment in the motor indus- 
try is skilled and consequently 
highly paid. Few other industries 
can afford to pay as well. Many 
that might be attracted § to 
Coventry would be starved of 
labour in boom years. 


Still Coventry has found new 
industries to suit its native skills. 
Electronic equipment and jet 
engines are two newcomers, 
while textile engineering has taken 
root in Coventry with the pro- 
duction of special rayon yarns. 
Industrial building now planned 
and approved will take over two 
years to complete. If Coventry 
citizens are worried, it is by the 


distant future, not by the 
immediate one. 

By contrast with Coventry, 
Birmingham presents a much 


more varied picture. Chocolate, 
jewellery and guns are just three 
of its “thousand trades.” An 


I—EMPLOYMENT IN 
BIRMINGHAM AND THE 
MIDLAND REGION 


Birming- 
Industry ham Midlands* 
000’s ° "s 9 
Metal manu- | 
facture 20 , i20 ‘ 
Engineering, etc ad | 13 218 10 
Vehicles av 17 227 1 
Metal goods 73 12 167 ~ 
Other manufac- 
tures 15 1 be lf 
Distributive | | 
and miscel- | | 
laneous ser- | 
vices “4 14} 355 7 
All other acti- | 
vities 120 20 | OSI a2 
Total | 601 100 | 2,123 100 


*Registrar General's standard region— 
including Herefordshire, Shoopshive, Staff- 
ordshne, Warwickshire and Worcestershire 

Sources: 1051 Census, and City of 
Birmingham Annual Abstract of Statistics 
for 1950-51 (published 1952 
idea of its balance of industries 
is given by Table I. This com- 
pares the position in Birmingham 
and in the whole of the Midland 
Region as defined by the Regis- 
trar General, which includes the 
comparatively rural counties of 
Herefordshire and = Shropshire. 
The concentration of the metal- 
using industries in Birmingham 
is very great, but the eggs are 
not all in one basket. Miscel- 
lanecous engineering, vehicle pro- 
duction and the manufacture of 
metal goods are all well repre- 
sented. 

The varied activity of Birming- 


the West 
is epitomised 


ham and 
generally 
year’s British Industries Fair at 
Castle Bromwich. There are 1,197 


Midlands 
in this 


exhibitors, 466 of 
engineering section. 
new things offered make an 
impressive list for home and 
foreign buyers. “Selling in ad- 
vance” has become an important 
feature of the fair in recent years. 
New departures in publicity, 
especially the more effective 
distribution of the massive cata- 
logue, have helped to boost 
sales. 


them in the 
The many 


Budget will help 
jewellery industry 


Earls Court and Olympia, 
where the accent is on consumer 
goods, display many contribu- 


tions from the Midlands. Among 
elegant fripperies are to be found 
Birmingham jewellery and other 
fancy goods. 

The jewellery trade is another 
to benefit from the budget, with 
a 25 per cent reduction of tax 
A Midlands spokesman said he 
thought the reduction would not 
only stimulate trade, but also 
direct it back to reputable firms 
away from those who had been 


selling dubious “secondhand” 
goods 
Displays of pottery from 


North Staffordshire are an attrac- 
tive item at Olympia. A Burslem 
firm is showing a set of 38 pieces 
that can be bought “piece by 
piece,’ a boon to the couple 
setting up home or to the house- 
wife cursed by breakages 

From the North Midlands to 
the three great showplaces of the 
fair come goods ranging in 
variety from filmy lace to power 
presses. ‘The North Midlands 
is an area of great commercial 
interest, and has provided an 
opening for an unusual number 
of new developments. 


North Midlands’ 
balanced economy 


An up-to-date view of the 
North Midlands counties 

namely Derbyshire (less the High 
Peak), Leicestershire, Lincoln- 
shire, Northamptonshire, Not- 
tinghamshire and Rutland - 


shows a well-balanced economy 
in full working order. 


(To get the record straight, 
we should note that the Mid- 
land Region, as defined in these 
surveys, consists Of the greater 
part of two Registrar General's 
regions. It is made up of the 
“North Midlands’ and _ the 
counties of Staffordshire, War- 
wickshire and Worcestershire. 
These are what the Registrar 
General terms the “Midlands,” 
though he also includes the 
counties of Herefordshire and 
Shropshire. At the 1951 census 
the North Midlands had a 
population of 3,378,000, 
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Are you 
missing i 
a big part 
of the - 
Birmingham market 


Few people buy or read more than one morning and evening 
paper and there are many who read only one Sunday paper. 
Clearly then there is a very substantial part of the Birmingham 
market which you reach on/y by advertising in the three West- 


minster Press Birmingham papers-—combined circulation 430,000. 


BIRMINGHAM GAZETTE The great Midland daily that “seeks out— speaks out.” 
A.B.C. Net Sales 97,924 


EVENING DESPATCH Birmingham’s alert enterprising evening paper that goes 
A.B.C. Net Sales 163,937 into the home. 


SUNDAY MERCURY Produced specially for the Midlander’s Sunday. 
A.B.C. Net Sales 174,554 


Head Office: CORPORATION ST. BIRMINGHAM, 4 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


ERNES! LUMSDON: London Advertisement Director 


167-170 FLEET STREET, LONDON, EC 4 TEL CENTKAL 14265 
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Prosperity is still the keynote in the North Midlands. 

Shortage of labour is the problem. A number of 

Midland hosiery firms have recently set up factories 

< elsewhere, where reserves of labour have still to be 

as tapped. The hosiery trade employs about 50,000 
women in this area. 
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eo TAKE ADVANTAGE OF 
COVENTRY’S SUCCESS 


IN THE 


EXPORT DRIVE 


Many national advertisers are reaping the 
fruits of Coventry’s successful thrusts into 
the export markets of the world. They are 
alive to the fact that the purchasing power 
of Coventry households is far higher than that 
which exists in most parts of the kingdom. 


“THE COVENTRY EVENING TELEGRAPH "’ 
Quinton Road, Coventry. 


London Office 
Manchester Office 


80 Fleet Street, E.C.4 
Cromford House, 
Market Street. 


The Burton-on-Trent and 
district Weekly with real 
pulling power. 


To ensure full coverage in any adver 
ising campaign embracing the busy 
Midlands you MUST include the 


BURTON CHRONICLE 


It goes into Brewing, Mining, Pottery 
Agricultural and Residential districts in 
five counwes 


Head Office 
BURTON-ON-TRENT, STAFFS. Tel. 2220 
London Office 
53 FLEET STREET, E.C.4. Tel. CEN 4968 


Most Popular Local Weekly 
in Flourishing Industrial Area 


ILKESTON 
ADVERTISER 


A.B.C. 10,910 


Well aheed for circulation and 
advertising results. 


THE PAPER THEY ALL ASK FOR 
“ILKESTON ADVERTISER” 
Heanor Rd., Iikeston. Tel. 174 


131 Salisbury Sq. House. Central 5926 | 


PUBLICITY 


Established 1920 
NATIONAL AND 
PROVINCIAL 
PRESS 
ADVERTISING 


CREATIVE DESIGNERS 
OF PRINTED PUBLICITY 
CATALOGUES, FOLDERS 
POSTERS, SHOWCARDS 
PACKAGE DESIGNS 


BOSWELL 


PUBLICITY L” 


Accredited Advertising Agents 
_BILBIE ST. NOTTINGHAM 
TELEPHONE 41358 


amounting to 43° per cent of 

our Midland Region). 

Prosperity is still the keynote 
in the North Midlands. The un- 
employment rate (08 per cent in 
mid-February) is among the 
lowest in the country. Not lack 
of work but shortage of labour 
is the problem, though as a 
recent article in the Board of 
Trade Journal pointed out, more 
work for women needs to be 
found in some parts of the 
Nottinghamshire, Derbyshire and 
Leicestershire coalfield, and in 
the steel towns of Scunthorpe 
and Corby Io this end the 
Board of Trade have latterly 
steered footwear, hosiery and 
clothing firms to these areas 

The hosiery trade provides em- 
ployment for about 50,000 
women in the North Midlands 
More than half the hosiery in- 
dustry of the country is concen 
trated in this area, the main 
centres of production — being 
Leicester, Nottingham, Hinckley. 
Mansfield, Sutton - in - Ashfield, 
Loughborough, Ilkeston, Belper 
ond Heanor 


Nylon has 
revolutionised market 


Wartime contraction of the 
hosiery industry has forced the 
pace of post-war expansion. In 
post-war years too, nylon has 
revolutionised the market. ‘To 
nylon stockings we now have to 
add nylon hose for men as a 
major commercial success 

Though there are small re- 
serves of women workers here 
and there in the North Midlands, 
the labour position in this area 
is generally so tight that a num- 
ber of Midland hosiery firms 
have recently set up factories in 
other parts of the country, where 
reserves of labour have still to 
he tapped. Nottingham and 
Leicester firms have opened new 
fuctories as far afield as Durham, 
South Wales and Northern 
Ireland. 

Hosiery and footwear were 
once more or less the sum of the 
clothing industry in this part of 
the Midlands But since the 
war Nottingham has come to 
compete with Leeds as a centre 
of light clothing manufacture. A 
number of firms moved to 
Nottingham from Leeds and 
London during the war: since 
then the expansion has con- 
tinued, till to-day there are 
(leaving aside the small back- 
room workshops) 118 clothing 
firms in Nottingham employing 
more than 10 people. Other 
firms have been attracted to 
Leicester and Mansfield 

Engineering has made great 


strides in the North Midlands 
since the war, and in the past 
three or four years the growth 
of engineering has been most 
marked To-day there are up- 
wards of 90,000 workers engaged 
in the many branches of this 
industry 

Re-armament and the export 
drive have been the joint impetus 
behind the growth of engineering 
it the North Midlands. The 
expansion has not been limited 
to one field It has covered a 
wide variety of engineering, in 
cluding the manufacture” of 
machine tools, cranes, tractors, 
power station equipment and 
optical instruments 

Diese! and aero engines are 
aiso made in the North Midlands 
Firms engaged in their produc- 
tion look forward to rising sales 
curves over the next few years 
\ firm making diese] engines in 
Peterborough, F. Perkins Ltd. 
increased their output eight-fold 
between 1946 and 1951, when it 
was valued at £9} million 

At the Rolls-Royce works in 
Derby jet engines are in produc 
tion for the Comet and other air 
craft At this works several 
thousand men and women are 
employed in what are for the 
nost part skilled and well-paid 
occupations. The aircraft indus- 
try uses a tremendous amount of 
labour in” relation to raw 
material, and this is reflected in 
the phenomenal costs of what it 
makes. The selling price of an 
uircraft is about £18,000 a4 ton, 
against £600 a ton for the 
average motor ca! 

The development of enginee: 
ing in the North Midlands js a 
natural growth based on the 
coalfield of the north-west and 
west and the iron ore deposits of 
the north and south. In the east 
these natural resources are lack 
ing and the country has remained 
largely agricultural! 


From livestock 
to arable farming 


Arable, dairy and livestock 
farming are all well represented 
in different parts of Derbyshire, 
Lincolnshire, Leicestershire and 
Nottinghamshire During the 
war some changes were acceler- 
ated, for instance a change-over 
from livestock to arable farming 
in parts of Leicestershire. In 
times of peace the patterns of 
farming change slowly, though 
here as elsewhere new mechanised 
equipment has come to he used 
on a larger scale. 

One profitable development has 
heen the expansion of flower 
growing in the Holland division 


rey “ie faa 
E, IE 
— May 14, 1953 
- ee 
| 
ee 
i: 
’ LT 
Po | 
a — . 
re | -——# —— 
: pe | ue | 
Ne | 
_ . = | 
. | 
xe Po | 
t a a 
3 a 5 oh a > al (eo aaa a .. ae ers fe ae a . e + ‘ = =e i. 3 ee ; ‘ ef 
p ao i" a emery, Bee i a 22 tie a le Ae : (ae as “A nae i ee 2) ae 


May 14, 1953 . ADVERTISER'S WEEKLY 


salesman who can be 


in 100 places at once 


He can be here, there and everywhere, when you 
advertise on posters. Where people live, where people work, 
where people shop—delivering your message. 


A representative display is seen 10, 20, 30, 40 

and more times each week. This way it has been proved 

that you make a telling, se//img impression on no less than 80", 

of the adult population! If you have business in the Mills & Rockleys 
Region, there is a network of well-designed, well-placed sites, 

and several watertight areas in which you can carry 

out accurate merchandising and advertising test campaigns. 


MILLS & ROCKLEYS planned poster advertising 


canine 


Jo te/ edit iy 
DAA LRA ARDEA 


Qhbhabtabeda/aleal sh hablrhelhlhbirh hz POSTER DISPLAYS IN AND AROUND 
Bristol, Cambridge, Cheltenham, Coventry, Derby, Doncaster, Gloucester, 
Hull, Ipswich, Leicester, Luton, Mansfield, Northampton, Norwich, Nottingham, Oxford, 
Peterborough, Taunton, Torquay, Weymouth, Worcester and 1§0 other towns 


MILLS & ROCKLEYS LTD 21 QUEENS ROAD COVENTRY 
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Outdoor 
Advertising 


in the 


Wolverhampton Area 


Consult- 
WOLVERHAMPTON & 
DISTRICT BILLPOSTING & 
ADVERTISING CO. LTD. 

4 St. George’s Parade 


| Wolverhampton 
Te MEPIS 
. —Ahe Hane of Good Adtwenlising 
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ie TELEPHONE WOLVERHAMPTON 23776 


Loughborough Echo 


CIRCULATING IN AN INDUSTRIAL 
AND AGRICULTURAL AREA 


NET SALES 


13.105 


4 ( A.B.C, Certificate ) 
4 A LIVE PAPER IN A LIVE DISTRICT 
| ¥ Rate card on application 
e Head Office: LOUGHBOROUGH 
ie Tel. 4343-4 Telegrams: Echo 


CANNOCK 


ADVERTISER 


LATION 
R 6S, 000 


CANNOCK CHASE { 


STAFFORDSHIRE 


‘There is a striking difference between the Midlands 
and the rest of the country in the average size of 


department and variety shops. 


Average sales per 


shop of this class are somewhat lower than those in the 


| of Lincolnshire The acreage 
devoted to bulbs and flowers has 
doubled in the past five years, at 
the expense of other forms of 
market gardening. 

The 
region, 
coast, 


easternmost part of the 

along the Lincolnshire 
has its own special pro- 
blems. Coastal resorts, of which 
the largest is Skegness, have 
seasonal fluctuations of employ- 
ment common to most holiday 
places. In summer Skegness is 
“Nottingham-by-the-Sea,” but in 
winter it must pray for the 
occasional conference to keep its 
hotels going 


Skating ring 
into factory 


Few industries can afford to 
pay all the year round what the 
holiday trade pays in the season 
Consequently firms have fought 
shy of places where they might 
be denuded of workers in the 
summer months. Murphy Radio, 
gambling on the chance that 
many people might prefer steady 
work to the ups-and-downs of 
seasonal employment, took over 
a Skating ring at Skegness and 
turned it into a factory Their 
confidence was well-founded and 
the factory has been success 

Against the background of 
varied activity in the Midlands 
we may look at the position of 
the retail trade The Short Re 
port on the Census of Distribu 
tion taken in 1950 provides some 
detailed figures for the Midlands 
and North Midlands. The report 
distinguishes between 71 indivi 
dual kinds of business, and these 
have been grouped into 12 
broad categories Thus in the 
Grocery group figures are avail- 
able for the group as a whole 
and for grocers (plain and 
simple), grocers with off-licence, 
with meat, with bakery goods and 


also 


country as a whole. 


with hardware. The informa- 
tion given regionally in the Short 
Report covers numbers of estab- 
lishments in each class, sales, 
employment and = earnings of 
operatives 

Table I] summarises the sales 
position in the main business 
groups for the Midlands, the 
North Midlands and = Great 
Britain as a whole 

The overall position is that 
sales per shon are somewhat 
lower in the Midlands than in 
the rest of the country and lower 
sull in the North Midlands. We 
are here talking of sales per 
shop, which indicates the average 
size Of individual businesses, not 
total sales. 

Total sales averaged about 
£101 per head of population in 
Great Britain, upwards of £96 
rer head in the North Midlands 
and upwards of £93 over head 
in’ the Midlands While busi- 
nesses tend to be smaller in the 
North Midlands than in the Mid- 
lands, they are relatively more 
numerous and sales per head are 
higher. 


Striking retail 
trade differences 
The report shows up a strik- 


ing difference between the Mid- 


lands and the rest of the country 


in the average size of department 


end variety shops. For the whole 


of 
sales in 
about £280,000 
the figure was 


Great Britain the average 
a shop of this class were 


In the Midlands 
about £230,000 a 


shop and jin the North Midlands 


down 
the 
Course, 
thon 


to £203,000. Figures for 
country as a whole are, of 
inflated by the concentra- 


of big stores in London 


For the Provinces the average is 


about £250,000 
above 


This is still well 


the figure for the North 


Midlands 


Il—RETAIL TRADE 


Most kinds of businesses 


ap 


Type of Shop Midlands North Midlands Great Britain 
No Sales No Sales No Sales 
of fer of per of per 
Shops Shop Shops Shop | Shops Shop 
Grocery } 13,450 & 111,266 x0 | 120,384 0 
! Other Food 11,188 6 | 10,005 61 | 126,701 
| Confectioners, tobacconists | 
and newsagents 5 6-2 4,318 hed | 66,312 au 
Clothing } 8,550 su | 010 i | SU048 an 
Hardware |} 2,719 69 | 2150] 7-4 40,2253 7-2 
Booksellers, stationers 70 72 671 a | | 9,528 72 
Chemists, photographic goods 1,352 a7 1,038 on 16,735 “ 
Furniture 1,332 16-8 | 1,170 14-2 1A,0m¢ i680 
Jewellery, leather, sports goods 1,167 45 aol iu 13,044 
| Department, variety stores, etc 147 0-0 vs | 205-0 1,605 0.0 
Coal, builders material, corn 1 wee 74 1,576 7s 20,137 i) 
Other non- a-food retailers 057 40 752 47 11,425 47 
Potal 4,100 ~ 4) , 7 $1,145 4 
1 Source: Census of Distributi 


mand Other Services 1“0—Retail Trade Short Report 
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pear to be smaller on the average 
in. the North Midlands, with the 
exception of hardware — stores, 
chemists and the miscellaneous 
group containing among others 
both florists and pawnbrokers 
and known as “other non-food 
retailers.” Shons in the rest of 
the Midlands tend more towards 
the level of sales in) Great 
Britain, with the few exceptions 
brought out in Table I 


The Short Revort on the Cen- 
sus of Distribution whets our 
appetite for more information 
about the retail trade. It would 
be interesting to have not only 
the average sales but a'so the 
number of shops at different sales 
levels. The latter information is 
now only available for the whole 
of Great Britain. To get it for 
regions we shall have to await 
the full report. 


Controversy on 
small shop sites 


Statistics on the size of shops 
come to life when one hears of 
controversies such as the one that 
has been going on in Coventry 
lately over the siting of shopping 
centres. Local groups say that 
the authorities are trying to do 
away with the littl “shops 
around the corner” in favour of 
shopping centres in the heart of 
the city. Whatever the justice of 
this case. it obviously raises a 
much wider issue. Is jt better for 
the community to have a multi 
plicity of small shons as there 
ure in Britain to-day or a smaller 
number of stores on the Ameri- 
can pattern? 


The rich diversity of the Mid 
lands has attracted many people 
from less fortunate parts of the 
country In the twenty years 
from 1931-51 migration brought 
188,000 to the Midlands and 
111,000 to the North Midlands. 
Most of the movement into the 
southern part of the Midlands 
took place before the war. But 
the period of most rapid growth 
in the North Midlands was from 
1939 onwards, through the trans 


fer of industry in wartime and 
the post-war expansion of which 

’ } 
we have already spoken 


Between 1931 and the outbreak | 
of war 100,000) people moved | 
into the Midlands and 32.000 | 
ito the North Midlands. ‘Then 
between 1939 and 1951 migration | 
into the Midlands dropned to | 
28.000, while the number going | 
to the North Midlands rose | 
sharply to 78,000. Increases of 
oll kinds raised the total popu | 
lation of the region by 1,118,000 
in the twenty-year interval be 
tween the two Censuses 


Bigger population | oy $.% 
in West Midlands l 


Towns have swollen in the 
Midlands to accommodate the 
larger population. The biggest 
concentrated increase has taken 
place in the West Midlands con 
urbation Table Tl analyses 
the erowth in the “hard core 
of the West Midlands and in 
surrounding areas. In the main 
part of the conurbation, with a 
population of 2,059,000, the past 
twenty vears have seen a very \\ 
moderate growth (about Il per + ~~ me . 
cent it is estimated). But in the 
“new residential frinee’ what : ’ 
were previously ymall com 
munities like A4ldridee and ; 3 1 L 0 N D 0 N Ye 0 
Solihull, have now been welded | 
into a substantial built-up area 


Mig 


LEICESTER 


73 

PROCESS ENGRAVERS + DESIGNERS & Tilbphone 
TECHNICAL ILLUSTRATORS » PHOTOGRAPHERS 58258-9 

Large movement 

into countryside 


Further out still, beyond the 
present boundaries of the conur- 
bation, there has been a fairly x 1 4 x MES 
large movement into the country- THE COALV ILLE Tl a 
side The rural districts of : : 
Bromsgrove, Meriden and Seisdon ataaiactaceasend 
hove all increased by over half 
their 1931 populations, Else- 
where the growth has not been | 


The weekly newspapers covering 


N.W. LEICESTERSHIRE—S.W. DERBYSHIRE 
proportionately as marked, Alto- 
gether the countryside around the MINING - ENGINERRING © AGRICULTURE 
West Midlands has been popu- 
lated at roughly the same rate i y 54 | 
as rural Surrey in the expansion omeD 
of Greater London ABC 


and still increasing 


III—POPULATION INCREASES IN THE WEST MIDLANDS — | LONDON: ALDRIDGE PRESS LTO., 15 CHARTERHOUSE ST., EC 1 TEL HOLBORN 8655 6 


Area 


Sutton Coldfield M.B 


-opulation Increase 
1451 psl—ol 
000's 


West est Midlands Con. (excluding new residential fringe 2,050 11° 
New Residential Fringe 77 The 
= Py ad a“ 

Aldridge U.D 20 10z 

Solihull U.D 16s 


Stourbridge M.B. (part of 7 t 
Sedgley U_D. (part of " + 


Tettenhall U.D 


Walsall C.B. (part of 


Neighbouring Arcas (outside conurbation 

Staffordshire Seisdon R.D 
Cannock R.D 
Brownhills U.D 
Lichfield R.D 

Warwickshire Tamworth R.D 
Meriden R.D 
Warwick R.D 


Stratford-on-Avon K 1) 1) 


Worcestershire Bromsgrove R.D 
Bromsgrove U.D 
Kidderminster R.D 


~—+ 


a2-) 


t 


GOVERNMENT 
~ CHRONICLE 


‘* blanket ’’ coverage and forceful SELLING 


RATE CARD from Display Advertising Offices 


ern 
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* Estimated. t Figures not available. 


j | 21-22 GROSVENOR STREET, LONDON, W.1I. Telephone GROsvenor 7452-34 
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When planning an advertising 


campaign in Southern Africa, 
consult 


Nich 


NEWSPAPERS LTD 


24 Holborn, London, E.C.I. Tel. HOLborn 4144 


Cape Town CAPE TIMES 

CAPE TIMES WEEK-END MAGAZINE 
Durban NATAL MERCURY 

SOUTH AFRICAN WOMAN'S WEEKLY 
Johannesburg RAND DAILY MAIL 
National SUNDAY TIMES 


SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 

FORUM 


COVER SWEDEN 


THROUGH 


A& A 


In Sweden A & A magazines have 
a combined net sale of 1,896,074 
copies—87 % of the"total number 
of homes (2,174,379). 


LONDO 
K 
E 


"9 69 FLEET ST. 


OFFIC 


L.CRANE 


c PHONE. CEN.2611 


| consumer 


Exhibition in Canada 
offers big chance 
for British exporters 


| pata buildings in course of 
4N erection at Exhibition Park, 
Vancouver, British Columbia, and 
scheduled for completion in time 
for this year’s Pacific Nationa! 
Exhibition, will provide greatly 
increased facilities for intending 
exhibitors 

The exhibition, to be held 
from August 26 to September 7, 
is an annual event which last 
year attracted 716,384 visitors. 
It is the largest exhibition of its 
kind in Western Canada. Exhibits 
include a wide range of manu- 
factured goods, mostly of the 
type. farm and other 
machinery, vehicles, building 
materials, agricultural and horti- 
cultural products, while — live- 
stock, poultry, ete., are shown 
in the appropriate sections. 

British products have in past 
vears been exhibited at the P.N.E. 
with considerable success, reports 
the Board of Trade 

* * . 

Kayser Bondor stockings have 
booked 11 in. x 3 in. spaces in all 
leading Cyprus publications, This 
is the first time that such big ad- 
vertisements have appeared in 


| the local press for British stock- 


| Commerce, 


ings. 
Good sales results have already 
been notic ed, 
* ¥ ¥ 


BEA have started advertising 
the “Viscount” in 17 Cyprus 
newspapers and periodicals, to 
tie-up with the inauguration of 
the turbojet airliner’s fast tourist 
line from London to Nicosia. 

* * ¥ 

The Cyprus agent of Colgate, 
Palmolive-Peet died recently, and 
more than 70 applications were 
sent from merchants here to ob- 
tain the vacant agency. Apart 
from airmail letters, there were 
severa] telégrams and one tele- 
phone call to London, applying 
for the company’s representation 
in Cyprus. 


On the eve of their departure for the Milan Fair Major Neville Auger, 
director of the Auger & Turner Group Litd., and L. D. Auckland, of 
A. & T’s. overseas department, met Mr. Vacchi, of the Italian Chamber of 
azaly, managing director of Cazaly Mills, at the 
Italian Chamber of Commerce dinner at Claridges. 


and Mr. C 


Mr. Auckland, Mr. Vacchi. 


May 14, 1953 


NEWS 
FLASHES 


FROM WORLD 
MARKETS 


The company’s export mana- 
ger, E. R. Clinkard, made an on- 
the-spot investigation of the 
whereabouts and organisation of 
some applicants. 

* * * 


Coronation fashions and fabrics 
have made their appearance 
and shop windows displaying 
them are drawing large crowds 
in Cyprus, Norman Young 
Harella and Lady in Black are 
among leading advertisers 

* # # 

The Finance Minister of the 
Government of India has intro- 
duced rather an unorthodox 
budget for the year 1953-54 
involving deficit financing to the 
tune of Rs.1,400 million to pro 
vide for capital expenditure and 


various river valley projects as 
recommended in the Five Year 
Plan 


The Government of India have 
decided to extend the token im- 
port quota scheme and also to 
liberalise the import of some 
other items, following the in- 
crease in import duty announced 
in the budget. Import duties on 
essentials like penicillin anti- 
biotics, sulpha drugs and food 
have been lowered while duties 
on semi-luxuries like toilet requi- 
sites, some textiles, assembled 
motor cars, etc. have been 
revised. 

A 10 per cent quota has been 
fixed for a number of items 
which were on the banned list, 
such as textiles of all kinds, socks 
and stockings, boots and shoes, 
parasoles, umbrellas and non- 
metallic buttons. Import quotas 
for a number of other items have 
been raised. These include toilet 
requisites, fruit juices and 
squashes, apparel and _haber- 
dashery. The quotas for earthen- 
ware, china and porcelain, and 
glass and glassware have also 
been revised. 


From left to right are 


Mr. Cazaly and Major Auger. 
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‘Increasing importance of the — “\*~ 
provincial press’ 10K» Kemsiey 


A&M MlONAL newsprint 
has enabled _ provincial 
newspapers to publish longer 
reports and more pictures of 
regional events. 

There has been a gratifying 
reaction on circulation and adver- 
tising, Viscount Kemsley will tell 
shareholders at the annua] meet- 
ing of Kemsley Newspapers Ltd. 

In his review of the year, Lord 


Yorker who was stationed in 
Plymouth with the American 
Forces and had had the Indepen 
dent sent to him regularly eve: 
since. The Sudan inquiry was 
for a second-hand car. 

An Army officer in Pusan has 
written to the editor 

“Recently | received a copy of 
wits the Western Independent which 

WILTON EVAN CONtained an up-to-date photo 

ore > . . 

Kemsley states: tributes paid to these evening carey tape ec rigsciger oo 

“Particularly noteworthy has newspapers by local authorities nae aoe sine . fe pe we ham Gazette” was this advertise 
been the unmistakable evidence and other public bodies who have Paignton bie 4 ous ti den ment for A. J. Norton & Sons 
of the increasing importance of valued both editorial expression pr Royal Parade and pools is to department store John Norton, 
the provincial newspaper. of opinion by the newspaper and his people one vine in Leeds the director responsible, said he 

“Many tributes have been paid the freedom given in their Wing in turn sent it to rels sive got the idea from a Fougasse 
both locally and in Parliament to columns for points of view from “ae ; . ee 


Placed direct in the “Birming 


, 100 “Tr és 
several] of Our newspapers for all sources.” in Bradford, who sent in to ere vee 

‘ : Bangkok, and from there it was * * * 
their outstanding coverage of Lord Kemsley reveals that sent to Baghdad.” 
events and indeed to their dilig many of the supplements in his 7 a WuHen tHE Glasgow Evening 
ence and vigilance in bringing provincial papers have come * * . Citizen carried an eight-page 
to the attention of the public about because of the active part THe Manchester City News Coronation supplement, they con 
matters which have eventually which his editors have always (north and south editions), the  gratulated the advertisers who, 
become the subject of Govern- — taken in the life of the community Stretford and Urmston News, and like” themselves, have been in 
ment action. This is not onty which their papers serve. the Wythenshawe Recorder, will business through = six reigns. 
true of such widely circulating * * * all publish record double size Many of the advertisers were 
newspapers as the Western Mail, IN RECENT WEEKS three Ply issues for the Coronation, with regular users of the Citizen over 
the Daily Record and the Press mouth firms have received replies  two-colour printing on coated 100 years ago. 
& Journal, Aberdeen, and the from Canada, the Sudan, and Magazine paper in red and blue The paper claims sales for 
Newcastle Journal and Sheffield America, to advertisements ap The operation is to be carried April higher than ever before in 
Telegraph but it applies to our pearing in the Western Indepen- out by heavy promotion both on — tts” history Average daily sale 
evening Mewspapers with their dent. the newsagents and readers with for the month ts over 200,000 


more localised circulations. Ihe American order (for daily press advertising and dealer copies 
“It has been gratifying to hear jewellery) came from a New © aids. 


In 1939 the sule was only 
56,000 copies a day 


It’s a big occasion. 
The Chairman’s attending the conference 
in person with his advertising manager, 
The Director on the account is there, 
the art director and the block maker. v 
And what a chance they’re taking ! @ 
Without paper there won’t be any centenary 


booklet, yet there’s no paper expert present. Do 
call in Spicers paper consultant early. He can keep 
you out of the most surprising traps; show you 
how paper can enrich the possibilities and inspire 
the mood of a project. His knowledge is wide, 
special and enthusiastically imparted. 


Telephone: CENTRAL 4211. 19 New Bridge St., London, E.C.4. 
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ADVERTISER'S WEEKLY 


AN 


IMPORTANT GROUP 


which provides a 


connecting link between 


the Manufacturer 
and the Markets 
of 


County DURHAM 


Ideal media 
Test 
Campaigns 


for 


SUNDERLAND ECHO 
NORTHERN DaiLty MAIL 


WEST HARTLEPOOL 
BILLINGHAM PRESS 


Second to none in Advertising Value 
and ability to achieve speedy RESULTS 


FULL PARTICULARS FROM LONDON OFFICE, 85 FLEET ST., E.C 4. Tel CENtral 2845 


idea to finished plate. 


phone Strand Litho. 


157 


CORONATION 


SCREEN PRINTING 
IN BRILLIANT WEATHER 
RESISTING COLOURS 


OM TO AMY MATERIAL 

GUAS OR YOURS AS DESIRED 
LONG OR SHORT RUNS 
DETAILS AND QUOTATION 
6Y RETURN. 


ASA FOR OUR CORONATION WINDOW PELMET ¢ 


Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


For “‘ Multilith’’ and Rotaprint Users 
The only kind of speed that our customers are 
interested in is SPEED COMBINED WITH RELIA- P E 
BILITY—which is the kind of service that Strand 
Litho has been consistently giving since 1936. At 
Strand Litho every department is planned to handle 
your platemaking with smooth efficiency, from 
So to be sure of -_ 
friendly, personal attention to every detail . 


H,2.N 
TERMINUS 
2691/4 


THE STRAND LITHOGRAPHIC co.L LTD. 


FARRINGDON ROAD 


LONDON 
real 


DOASPLAN 
SUK SCREEN 


SSOCIATED 


RTCRAFTS tro 
PLENDER PLACE. CAMDEN TOWM am: 
EUSTon 1416-7 


A “‘MUST’’* FOR LUXURY GOODS 
ADVERTISERS FOR APPEAL TO THE 
MANY WELL-TO-DO VISITORS WHO 
WILL FILL THE LONDON THEATRES. 

IN *LONDON’S THEATRE PROGRAMMES 
you can interest them in Perfumes, Clothes, 
Shoes, Jewellery, Cars, Restaurants, etc., 
while they are in their most receptive mood 
—in the theatre. Page rate from C5 per week 

GRANTLEY & CO. LTD. 
63/5 Piccadilly, W.!. Regent 2552°3-4 


Five basic rules 


for 


commercial TV 


gin basic rules for getting 
more viewers to remember 
| and respond to sales points in 
television commercials are given, 
with examples, in How to increas¢ 
' the effectiveness of — television 
commercials, produced by the 
National Broadcasting Corpora 
tion, Inc.. in collaboration with 
the Schwerin Research Corpora 
tion. They are as follows: 

Correlate audio and video. 
There are no short-cuts to the 
mind. The advertiser who thinks 
he is getting two points over at 
the same time by showing one 
feature of his product while the 
announcer is discoursing on 
another is weakening his commer 
cial. Failure to have the voice 
and picture tell the same story at 
the same time is probably the 
most common error On the TV 
screen. 

Demonstrate, People are more 
likely to remember advertiser 
claims of product performance if 
they see that performance demon- 
strated, i.e. proved. Wherever pos- 
sible, a sales claim should be 
demonstrated—and described at 
} the same time. Even a convincing 
demonstration can be made more 
effective if the viewer is given a 
yardstick by which to measure 
the performance. 

Keep it simple—both in the 
number of elements the commer- 
cial contains and the way they 
are presented. If a product has a 
feature that produces an advan 
tage it is usually more effective 
to present such ideas in sequence 
than to try to illustrate both at 
the same time. It is safer to 
err on the side of being too ele- 
mentary rather than too compli- 
cated 

Use the right presenter. The 
right person must be chosen to 
represent the product and present 


Main fascia of the 


J. H. Birtwistle 


the idea. He or she should be 
compatable with the product or 
idea, and his or her identity and 
function should be clearly ex- 
pressed. A person selected by the 
advertiser as an “authority” may 
not be regarded by viewers as the 
person best qualified to present 
claims for the product. Thus in 
several deodorant commercials. 
the use of a white-coated druggist 
as the authority proved not 
nearly as effective as the testi- 
mony of a typical woman pre- 
sented, not as an authority, but as 
a logical, compatible presenter 
Avoid the distracting presenter. 

Keep the setting authentic. The 
setting should be so planned that 
every element in it should contri- 
bute to the impression the adver 
tiser wishes to make. 


Press comment on 


IIPA - ISBA plan 


The joint scheme for competi- 
tive television put forward by the 
Incorporated Society of British 
Advertisers and the Institute of 
Incorporated Practitioners in Ad- 
vertising was described as “super- 
ficially attractive” in a leading 
article in the Manchester 
Guardian, The Guardian added 

“It ingeniously removes the ad 
vertiser’s direct influence over 
the content of programmes and 
it includes a comprehensive code 
of honour which bans a long iis! 
of offences, but it quite fails to 
meet the central criticism that the 
profits of the commercial stations 
will vary with the size of thei 
audiences and that, however 
scrupulous they are, in avoiding 
positive offence, — their pro 
grammes will inevitably tend to- 
wards triviality and the dead 
level of the mediocre and the 
unthinking.” 


stand at the BALF., Earls Court, 


was made up entirely of an English Rose specially printed design to 


be used for the 
was destened hy 


Beverley Pick 


Regent Street Coronation decorations. 
Associates, 


The stand 
also responsible for the 


Regent Street scheme. 
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The “Double Diamond” display at Piccadilly. 


‘How it works’ story of a 
Coronation display 


HE Double Diamond Corona- 
tion display, at Piccadilly, isa 
lovely representation of a gay and 
colourful Coronation Stand, with 
canopy, and is carried out in con- 
formity with the Piccadilly decor 
and colour scheme. 

The spectators are seated, then, 
as, apparently the Royal Proces- 
sion approaches, the people in the 
second row rise to their feet to 
see the better, and the Double 
Diamond little man, with great 
ease and superiority, rises behind 
them, far above their heads, and 
thus obtains a fine view on a 
“Fine Brew.” The whole presen- 
tation is beautifully decorated 
with banks of flowers. Quietly 
and unobtrusively from amidst 
the flowers rises a plaque bearing 
a Loyal Greeting to Her Majesty, 
from the brewers of “Double 
Diamond.” 

The display proper is con- 
structed on an are approximately 
50 ft. long and 17 ft. high of 
suitably battened — hardboard, 
affixed to tubular steel scaffold 
superstructure, including canti- 
levered canopy roof, which is 
festooned with actual ninon 
material. A new type of treatment 
has been used on much of the dis- 
play to give the effect of plush 
draping. The spectators are cut 
out of 1 in. solid material to 
obtain added dimension. 

fhe mechanisation of the rows 
of spectators is carried out by 
means of a 2 h.p. 3-phase geared 
electric motor. The driving instal- 
lation is housed in five 2 in. x 
2 in. x 4 in. angle iron sections, 
and the five units of shafting, 
designed to give an eccentric 
throw are mounted on self-align- 
ing Plummer blocks Flexible 
universal couplings join each 
section ensuring a positive and 
complete drive through the entire 
length of the spectator feature 

Keyed and fitted on the shaft 
of the electric motor is an inter- 
rupter spin gear providing the 


necessary movement of the figures 
up and down, and also the 
required interval of pause. Fitted 
to each eccentric shaft are two 
connecting rods with bronze shell 
bearings, retained in position by 
a locating collar on each side. The 
connecting rods are fitted with 
guide bars at the top, and operate 
in a swivelling phosphor bronze 
guide 

The dimensional model of the 
“Litthe Man,” is animated by simi- 
lar mechanical construction, and 
driven by a 1 h.p. geared motor, 
but in view of the extended lift 
required a fulcrum has been 
introduced, The sequence of |ift- 
ing, lowering and time lag is 
effected by an interrupter gear 
connected from the main drive 
The “Litthe Man” is further ani- 
mated by an electric motor drive 
housed within the model, so that 
the left arm, which is jointed, 
raises and waves a flag when the 
model is in the elevated position. 

The raising and lowering of the 
“Loyal Greetings” plaque is dealt 
with in the same manner. 

IIlumination ts provided by 
concealed strip lighting beneath 
the canopy. and between each 
row of figures and the balcony 
rail, The “Loyal Greetings” 
plaque is floodlit by ground 
floods concealed in the floral 
display. The “Littlhe Man” its 
illuminated from above = and 
below. The whole background 
to the display is flooded with con 
stantly changing dimmer-oper 
ated coloured lighting 

The display was designed. 
constructed and produced by 
Dominant Sites Ltd.. under the 
direction of I A. Millo and 
G. E. Webb, with the co-opera 
tion of Fisher Bros., Russell Signs 
Ltd. Display and Engineering 
Services Ltd.. Stroud Bros, Ltd.. 
and Berkeley Electrical Engineer- 
ing Co., Ltd. Agents were Out 
door Publicity Ltd, 


~ 
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ADVERTISER'S WEEKLY 


OF SPECIAL INTEREST TO 
ADVERTISING AGENTS WITH 
FURNITURE AND FURNISHING 


TRADE ACCOUNTS 


On May 29th will be published the 
Coronation Number of Furnishing 
World with the theme 
and Furnishings under Five Queens’. 


This issue will portray the evolution 
of furniture from the last of the 
Tudors to our present Queen, 
describing and illustrating the 
processes which have led to the 
modern contemporary furniture and 
furnishings. 


The Coronation Number will be a 
particularly valuable medium for all 
manufacturers of furniture, furnish- 
ings and ancillary goods. 


Full or Half Pages available in black 
and white or full colour on coated 
paper. Press date May /8th. Ensure 
a good position—send your order 
TODAY. 


Furnishing 
World 


180 FLEET ST. LONDON, E.C.4. 


‘ Furniture 


Tel. CHAncery 8844 


—- ag ee P 5 oot gies " a a ; 
ee \ » 
es any ee 
ae: : 
: 4 A, +e ea tee eewee?200aes, rrp “ 7 - te 
¢ ws SO OS OS ede 
Boe fe com . 4 Ps : eee , iat Me ool 
a ee a. Bee 
S Re ee ‘ ae wae a ig ce a | ; 
P = . | | : 
— ~ - . ay 
pet + ’ . ay 
@ 7 neem | | a 
¥ » ‘ ‘ 
¢, " - ’ q ae 
BY og i bs (Pr ° } | | 4 
: Ca Pe ees f - | 
ee eee — F 
Te <cceeeiemeatas - —[— : 
ot - eee to: r ns _& ; ; ay = - % 
s bare . e-, ; TC 5 : de 74 
) ee d oe) ; = 2 as " a ee n ee 
ef ye, a ee 
: ' a 
' Re 
; x ; 
ee ae 
Ve 
4 ee 
4 
= 
a 
An 
Ee. 
.. 
me. 
| ia 
3 
a 
i 
; a : 
: 
q 
a 
oy 
| § 
os 
| 1 
| | 
ee )=©6—n 
¢ a 
ie 
a P 
= ee ae : . 2%. 2. SS Se, ee ee. ers Po . ae: 


ADVERTISER’S WEEKLY 


332 


ROYAL AIR FORCE 


Flying Review 


w 
ANS FOR A NE 
ie LUFTWAFFE 


T 
BASIS OF 1,326 AIRCRAFT 
BY OUR AERONAUTICAL CORRESPON ad 
Five former I uftwafle officers = pas 
ing a new German air force whic —_ 
poe into being when the ror Pade - 
1 - nave a total S r 
He pine —_ aed 80,000 mente. ond 
pogo would consist of 20 G — 
Setie or basic units, roughly equt mary 
oan AF. wing. Of these, four W ~ 
- a day fighters ; two, ai-weetne Oe. 
dghters ; 10, fighter-bombers - ee 
najssance aircral a 


ePrmans plan 
air force 


IVE German officers. the 
eldest 47. are planning a 
w Luftwaffe for Western 
— ang oH force which 
p ve 1, lane 
000 men “ ania 
e five officers have the top 
in @ shadow High Command 
h has been laying plans for 
ast year in @ dirty red-brick 
ing at Bonn 
weir work 80 far is all on 
t: for the go-ahead signa! to 
up the force cannot be given 
the European Defence 
is signed, 
tein charge nniog 
of 
Review 


the 
“ flying . 
Saucer” js nearing 
ig in design 
east, at th 

A. V. Roe Canadi ; 

an ; 
near Toronto. che 


Details hy) lished uter 


in r UT or 

t 4, 

ti Choval ‘ar orce Tevayie 
revolutionar ove 


design 
nonth’s Issue. _ 


This does not mea 

n, howe 
hat the Air Ministry is jn wa 
Vay Involved nag 


) (sions, inch | 


+4 s. 
hree panzer divisions 


aree of t 
iy ne Staff 


s plant 2 tions of 
irst mage tee b 


t | Startling 
"| Orthodox engineers 
y Startled by the 
by | Canadian flying 
g the 3 


ed in the 
Review.” 


have been 
descriptions of a new 
EC Published jn | 

! 


Staff 
eth Air Division. 
lying Royat Air 
An amazing 
which 
ot Plap- 
ne Air Plat + : 
of t * We aed capsule surrounded by “ 
ela nit.”” : 


eu 
gays © , 
ing Stat 
ry , - Enginee; 


The New Luftwaffe, Atom Powered Bombers in the U.S.S.R., 
Flying Saucers Made in Canada, Vertical Take-off, Space 
Travel.... 

...+ The Royal Air Force Flying Review is unique for the 
popular as well as technical treatment of its editorial. It is first 
with the aviation news and prominently quoted by the national 
press. 

* The Flying Review’ is the most widely read service journal 
with a big civilian following ; a sound advertisement medium for 
men’s consumer goods. 

Apply for specimen copy and rate card to-day 


180 FLEET STREET, LONDON, E.C.4. CHAncery 8844 


PHOTOG RAPHY 


| bition 


| the 
| Suffolk Street, Pall 


| larly 


| prise 
| superb outdoor subjects, mostly 
| from Country Life, 


| (of Studio Briggs) exhibit 


parent 


| well 
' W. E. 


May 14, 1953 


Too many trappings 
at 1.B.P. exhibition 


HE Institute of British Photo- 
graphers stages its 34th exhi- 
of professional photo- 
graphy as a Coronation Show 
currently and until May 16, at 
R.B.A. Galleries in Great 
Mall, S.W.1. 

Each year, the exhibition 
organisers seem to make the ad- 


| ministrative trappings More cum- 


bersome; this year, 1,570 entries 


| submitted were examined by no 
| fewer than 34 judges in all 


some 
of them not obviously well quali 


| fied to judge professional photo- 
| graphers’ work 


As the trappings become more 
cumbersome, so do the exhibits 
become more idea-starved. As a 
collection the prints lack fresh- 
ness of outlook, though many are 
triumphs of darkroom-stafl tech- 
nique. The colour prints are the 
biggest disappointment, there not 


' being a single really outstanding 


exhibit, though, as always, the 


, transparencies have their measure 


of interest; the distance between 
a good colour transparency and 
a good colour pring still seems 
immeasurable 

Bill E. Jordan and particu 
his partner Arthur Bril 
liant confirm that they are fast 
up-and-coming in the field of 


| industrial and advertising photo- 


graphy. G. F. Allen of Pix 
Photos provides a welcome sur- 
with a panel of a dozen 


here is a real 
flair for the exactly right view 
point and Moment of exposure, 
combined with brilliance in print 


' 
production 


Vala of Natural Vision Studios 
Ltd. (the 3-D chaps) produces a 


dozen prints technically aglow 


printing technique par excellence. 
But I liked better L. Shrivell’s 
309 


Hand blocking wallpaper. This 


| is one of several shots taken for 


John Line & Sons Ltd., the wall- 
paper people, and great stuff they 
are, 309 in particular has an ap- 
depth and stereoscopy 
which will well reward you for 
your disappointment as you come 
out muzzy-headed squinting 
through your green and red 
spectacles at apparently shrunken 
cinema screens exploiting the so- 
called amazing realism of 3-D 


|} Motion pictures. 


On the whole, from the adver- 
tising point of view, it is Studio 
Brigg’s outing Their panel of 
prints iS Imposing, interesting, 
seen, beautifully presented. 
Harrison, P. A. Rich and 
L. Shrivell have reason to be con- 
tent but I hope not soo content. 
1 liked Kenneth Cole’s work—it 
is promising of even better stuff 
to come 


W. T. G. Hiller (now operating 
in his Own business, having 
severed his long association with 
Gee & Watson) by his style, 
originality and idea-power again 
underlines the apparent paucity 
of new ideas generally in British 
professional photography. 

In all seriousness, it is sug- 
gested that next year the I.B.P. 
should ship overboard most of 
their judges—accountants, stage 
and radio stars, professors of 
fashion and history et al, worthy 
though they are in their spheres 
and with a smal! panel of people 
who really know their own par- 
ticular job, get down to encour- 
aging new ideas, new ideas, new 
ideas. The exhibition would be 
much more worth seeing if it 
contained half the number of 
exhibits, with pwice as much crea- 
tive thought brought to bear 
before the moment of exposure, 


in each. J.H. 


Impressive display 
at Ilford Gallery 


An appropriate exhibition for 
the moment is an impressive dis- 
play of new photographs of 
Westminster Abbey now on view, 
until June 16, at the Ilford 
Gallery, London. 

These prints are the originals, 
by Herbert Felton, F.R.P.S., 
which appear in the new booklet 
Westminster Abbey, published in 
the Jarrold Magna-Chrome series. 
Outstanding are prints of the 
Henry VII Chapel and a straight- 
forward, but beautifully lit, shot 
of the Abbey exterior from the 
Central Hall position. 

Artistically, the work is above 
average, remembering the limita- 
tions and inflexibility of subject 
material and lighting: technically 
the prints are a distinct success 
for Ilford’s Multigrade, on which 
paper al] the prints were made. 

Multigrade is, of course, an old 
pre-war friend re-introduced; a 
bromide paper in only one degree 
of contrast, which is “condi- 
tioned” anywhere between soft 
and hard by the use of filters be- 
tween light-source and paper, in 
enlarging a material and 
time saving technique which 
minimises the necessity of expen- 
sive duplicate stock-keeping of 
several paper surfaces in several 
degrees of contrast. 

At the moment only two sur- 
faces are available, but these. 
multiplied by the various degrees 
of contrast available via the 
special Multigrade filters. give a 
flexible range, sufficient for most 
advertising purposes.—J.H. 
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Top: Aerial view of Dublin, 


Below: Stout laden barges 
in the Port of Dublin. 
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leave them all behind... 


Forget all your worries when you decide to 


holiday in this friendly, smiling land. Enehanting 


landseapes vie for your favour... dreamy blue mountains 
beckon you... tender green valleys. sprinkled with 
white cottages. invite you... for Ireland: is 


truly a copywriters dream. 


details of hotel and travel facilities. 


consult’ your travel agent or the IRISH TOL RIST BEUREAL. 
19 Regent Street. London. Ss WoL. Tel. W Hltehall O838. 
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\ 
THE NY Fy AMS ARE 


little more than a year ago our 
seams were at bursting point. Every time 
we sat down (not that we had much time for 
it) a major calamity seemed inevitable. Two 
and a half spacious floors hardly gave us 
elbow room. 

Then, almost desperate, we found 
additional accommodation just around the 
corner. Out went the ladies of accounts and 
vouchers, complete with pens, books, measur- 
ing rules, lipstick and all. At first they 
didn’t like it, being cut away from all the 
arty and layout boys and so on. Not even 
the romantic sounding address of the new 
offices —- Bachelors Walk — quite reconciled 
them. 


Ireland Supplement- 


But they settled down. There was peace 
and plenty for a year. But only for a year. 
Now the seams are straining again. And 
we're all asking who goes next? The art 
boys are looking anxiously at their well- 
worn seats. The layout and copy folk hang 
hungrily to their quarters. The radio people 
have almost sponsored themselves on us... . 

A growing Agency must have room. And 
we mean to get it. Nothing will be allowed 
to impede our forward march-—nothing to 
hinder the continued development of Ireland's 
foremost service Agency. If we are not 
already handling your advertising in Ireland 
and if it does not conflict with existing accounts 
it will be in your interest to talk to us. 


O’Kennedy — Brindley Ltd. 


ADVERTISING 


53/54 LOWER O'CONNELL STREET, DUBLIN 


DUNLOP 
ROLLS ROYCE 
HOVIS 
MOCCASIN 
GALA 
RALEIGH 
ZEISS 


KODAK 
BENTLEY 
SPRATT’S 
FULLERS 
ROSE’S 
RUBEROID 
AGA 


SANDEMAN 

ASPRO 

HENNESSY 
SAXONE 
FRIGIDAIRE 
WATERFORD GLASS 
GASCOIGNE 


CHIVERS 
ROWNTREE 
PHILIPS 
REMINGTON 
MULLARD 
LONGINES 
IRISH ROPES 
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2b Ebig Atds to 


Anglo-frish Trade 


@ Experienced Space-buyers always include Ireland’s “Big Three”’ as essen- 


tial to the success of a well-planned Sales Campaign in the Irish market. 


frish Independent 


wentng Merald 


Sunday Independent 


Here are the latest Auditor-Certified Net Paid Sales 


figures for the twelve months’ period January- 
December 1952. 


Irish Independent 
Average Daily 


Evening Herald Sunday Independent 
Average Daily Average Weekly 


PSDEB.SBR A RROD. ASDSD bb db. SD 


Owing to Newspaper Strike from II July 1952 to 29 August 1952 (inclusive) only one issue of each newspaper was published in the 
month of August. 


@ These media, published by Independent News- 
papers Ltd., Dublin, have the Highest Auditor- 
Certified Net Sales in ALL Ireland 


@ They provide a complete campaign in the entire 
Irish Market—and are supreme among National 


newspaper media in the Republic of Ireland. 


British Enquiries to London Manager: 
L. C. BLENNERHASSETT 


118/120 FLEET STREET, LONDON, E.C.4 


Telephone: CENeral 2842 
Head Office—Independent Newspapers Ltd., Dublin 
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has 
history 1s 
Irishmen to 
Englishmen to learn. 


said that Irish 

something for 
forget and for 
But the 
cynic’s advice is, perhaps, 
unreasonable and certainly un- 
wise: in spite of the eventful 
history of Anglo-Irish relations 
generally and of long-estab- 
lished trading associations, both 
countries stand to gain. by 
achieving a fuller understand- 
ing of each other. 

Geographically, Ireland and 
Britain are very close, but if his- 
torical relations had been more 
placid, a natural harmony of 
economic interests might have 
been more readily and_ intelli- 
gently realised. Against a back 
ground of bitter and prolonged 
political conflict, a remarkable 
volume of business, however, was 
carried on for centuries 

The achievement of Irish self- 
government and the settlement by 
the Irish and British governments 
of all outstanding political differ- 
ences, save one, has made it pos- 
sible over the past thirty years for 
Angio-Irish trading relations to 
assume an increasing regularity 
and stability and to afford a grow- 
ing confidence to business men ir 
both countries. 

But events have moved 
rapidly in Ireland in recent 
decades; notable changes have 
taken place in the structure of 
the economy and brought with 
them important developments 
in the pattern of foreign trade. 
The British business man must 
be conversant with the nature 
and direction of these trends if 
he wants to avail himself to the 
fullest possible extent of the 
valuable opportunities which 
await him in the Republic as a 
market for his goods. 

The economy of the Republic 
is primarily agricultural and 1s 
likely to remain so, although 
much progress has been made to- 
wards industrialisation since 1922 
and an extensive system of light 
industries has now assumed con- 
siderable importance. But the pre- 
dominant industry is agriculture 
in which the principal activity is 
live-stock raising: only a smaijl 
proportion of the land is devoted 
to crops. 

Forty-five per cent of the gain- 
fully occupied are engaged in 
agriculture as against a percent- 
age of five in Britain. In 1951 


been 


] I 


twenty-nine per cent of the Re 
public's 
from 


national income 
agriculture as 


came 
compared 


with twenty-three and a half per 
cent in 1938. 

Both absolutely and relatively 
the real income of rural Ireland 
has increased since before the 
war. The farmer would be quick, 
however, to point out quite cor 
rectly that that increase was an 
advance from a very low pre-war 
level. He would recall that it was 
only during and after World War 
1 and World War Hl that condi 
tions of reasonable prosperity 
prevailed on the land, and that 
agricultural prices everywhere 
have a tendency to fall whenever 
the international situation be 
comes less threatening 

But when all due allowance is 
made for these considerations, it 
may be said that in 1953 the Irish 
farmer is enjoying a better stan 
dard of living than he ever 
achieved before, and that his real 
purchasing power has increased 
since 1938 relative to that ol 
most, if not all other, sections of 
the community. 


Incomes rising 


A concrete manifestation of 
this trend is the purchase by 
farmers of motor cars, radio sets 
and electrical equipment And 
reasonable grounds may be found 
for the continuance of the Irish 
farmers’ newly-acquired measure 
of prosperity in the fact that his 
principal products are meat and 
dairy produce for which an elastic 
demand seems likely in the future, 
particularly in Ireland's principal 
export market—-Great Britain 

An increase jn Irish agricultural 
output, which is long overdue, 
would inevitably have the effect 
of improving the attractions of 
rural Ireland as a market for in 
dustrial goods, 


The national income of the 
Republic generally has con- 
tinued to rise since the war. The 
index of the volume of con- 
sumption is over twenty per 
cent greater than in 1934, and 
real income per head has in- 
creased most noticeably for 
those engaged in agriculture. 
The development of electrifica 

tion in Ireland has aided 
economic expansion generally and 
facilitated decentralisation of 
economic activity away from the 
main urban centres. Since 1946, 
4 programme of rural electrifica 
tion has assisted the mechanisa 
tion of rural crafts. raised stan- 
dards of rural life and offered 
altogether new prospects for 
domestic and social conditions 


Ireland 


Dr. Patrick Lynch, of University College, surveys the market and finds— 


REAT OPPORTUNITY FOR 
THE BRITISH EXPORTER 


outside the cities and towns. Out- 
put of electricity in the Republic 
has increased from about $0 mil 
lion units in 1926-27 to 1,033 
millon units in 1951-52 a 
twenty-fold increase over a quar- 
ter of a century. Production per 
head of population was 345 units 
in 1951-82. 

Ihe rural electrification pro 
gramme has already brought 
electricity to some 60,000 homes 
throughout the countryside, but 
this figure is probably no more 
than a quarter of the potential 
number of rural consumers. It 
would be difficult to exaggerate 
the social and cconomic impor 
tance of the programme. Apart 
from helping to revolutionise 
agricultural and domestic activi 
ties, it brings such amenities as 


cookers, refrigerators, washing 
machines and water - pumping 
plant where these were pre- 
viously non-existent 

The British business man 
should realise, however, that 


modern Ireland is attempting to 
produce at home an ever-increas 
ing range of manufactured goods. 
The revival of native manufac 
turing industries has been fostered 
by successive. Irish governments 
with a view to effecting a better 
economic balance between agri- 
cultural and industrial enterprises 

A system of protection for new 


mndustries has enabled the Re 
public to produce for itself a 
considerable part of its require 


ments of consumer goods such as 


boots, shoes, paper, hosiery, 
linen and cotton goods and 
clothing 


The volume of industrial pro 
duction increased by well over a 


hundred and fifty per cent be 
tween 1926 and 1950) since 1946 
alone it has increased by about 
half, and the number of persons 
employed in all industries in 195] 
was 220,000 compared with 
166,000 in 1938 

For certain ranges of woods, 
therefore. the British export 
has to meet Trish competition 
Many of the protected Irish in 


dustries are not vet able. how 


IRISH IMPORTS 


Supplement 
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ever, to supply the full needs of 
the country, and such part as 
cannot he supplied by the home 
manufacturer is open to compet 
rors, 

Goods manufactured in the 
Republic include agricultural! 
machinery, artificial and chemical 
manures, boots and shoes, brew 


ery products, cement, clothing, 
cutlery, cycles, flour and meal, 
glass, hollow- ware, hosiery, 
motor cars (assembly — only). 
paints, paper, radios, ropes and 
soap 


To get a well balanced view of 
the possibilities of the Irish mar- 
ket the heen foreign business man 
must face the fact that the de 
clared policy of the Irish Gov 
ernment is to reduce the Republic 
dependence on imports. ‘This 
policy is not merely good sense 
in an unsettled world, it is also 
if the Republic is to 
maintain its population and pro 
vide work at home for those who 
become unemployed in agricul 
ture as a result of the application 
of modern methods of cultivation 
to the land 

For a hundred years the Irish 
population trend was downward 
until something approaching sta 
bility was reached over the period 
1926 to 1951 when net emigrauon 
was almost balanced by the mur 
in of births over deaths. But the 
foreign business man must also 
remember that, like Britain, che 


Nneeessa4ry 


Republic has always played a 
notable part in international 
trade 


In 1952 imports amounted to 
about £58 per head of popula 
tion; the corresponding figures 
for 1950 and 1951 was approxi 
mately £54 and £69, 

In 1951 imports were exceed 
ingly high in value as a result 
mainly of price increases and 
stock-piling following the outbreak 
of war in Korea, but the figures 
for normal years show that the 
import requirements of the Re 

@ Continued overleaf 


IN 1951 AND 1952. 


Producers’ capital goods read 

for use £190 m 
Consumption goods 

a) food, drink, toba giv2m 

b) other i“2m 
Materials for agriculture ii tm 
Materials for industry gizl im 
Unclassified Liom 


Percentage distribution 
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Need for more imports 
is appreciated now 


public are very considerable 
Moreover, while official policy 
strives to achieve a satisfactory 
long-term equilibrium in the 
balance of payments, it also aims 
at achieving that equilibrium at a 
high level of both exports and 
imports, 

Few informed Irish commen- 
tators have any patience with 
the view that imports are by 
definition undesirable. On the 
contrary, widespread accep- 
tance of the need for develop- 
ing home industries is accom- 
panied by a recognition of the 
advantages of international 
trade to a country that aspires 
to high living standards. 

Ihe general picture of the Re 
public’s foreign trade illustrates 
vividly the close economic rela- 
tions between Ireland and Britain 
About half of the Republic's im- 
ports come from Britain and 
close on ninety per cent of its 
exports are sent to Britain or the 
Six Counties of Northern Ireland 
But the proportion of imports 
from Britain, although still very 
substantial, has fallen consider 
ably over the past quarter of a 
century; the proportion in 1928 
was seventy-cight per cent. 


British vessels used 


This trend is part of an attempt 
oO secure greater diversity in Irish 
foreign trade generally and is an 
inevitable feature of a developing 
economy. It is worth noting, how- 
ever, that despite the creation 
since the war of an Irish merchany 
shipping service, about sixty per 
cent of the cargoes in the Repub- 
lic’s international trade are still 
carried in British vessels 

Imports to the Republic in 
1952 amounted in value to £172°2 
million, and the value of exports 
was £101°5 million, leaving an 
excess of imports over exports 
lus re-exports of £70°7 million to 
- financed mainly from earnings 
on invisible account. The deficit 
in the balance of trade had de 
creased by £52°4 million as com- 
pared with 1951 when, as already 
indicated, imports were excep 
tionally high. In volume, how- 
ever, imports in 1952 were 
twenty-seven per cent greater 
than in 1938. The proportion of 
total imports represented by im 
ports from Great Britain’ was 
49-2 per cent in 1952 as com 
pared with 45-2 in 1981 


Shift in trade 


Between 1951 and 1952 there 
was a shift in’ the Republic's 
trade to Great Britain both in 
the case of exports and imports; 
absolute values declined below 
the exceptional levels of 1951, but 
there was an increase of four per 
cent in the proportion of total 
mports represented by British 
consignments. One reason for 
this development can be readily 
appreciated by every British busi 
ness man: the Republic has been 


making strenuous efforts to r 
duce its dollar expenditure, 


When sterling was freely-con 
vertible before World War II 
Ireland purchased its dollar re 
quirements in London with its 
surplus sterling earnings. If 
sterling again became convertible 
there is littke doubt that Irish im- 
ports from the United States 
would increase and some British 
exporters would probably lose 
valuable business. 

It would be easy to underesti- 
mate the value of the Irish mar- 
ket to the British exporter; in 
1952 the Republic occupied a 
leading place as a purchaser of 
British goods, and its British 
purchases per head of population, 
£33 in 1951, were exceeded only 
by New Zealand with £58 and 
Australia £40. British goods 
generally enjoy a high reputation 
for quality in Ireland and the re- 
liability and fair dealing of 
British business men is well- 
known. 


There have, however, been 
some causes of dissatisfaction. 
During and immediately after 
the last war official British policy 
aroused grievances, when goods 
of which Ireland had been a tra- 
ditional importer were made 
available to other countries and 
Ireland had to make its purchases 
elsewhere. Since the war there 
has been criticism of the prac- 
tice, which has prevailed in the 
case of some British exports, of 
charging differential prices in the 
home and export markets 


The wise British exporter, who 
wishes to consolidate his posi- 
tion in the Trish market, must 
watch not merely Trish import 
needs but, by means of direct 
approach to his customers, he 
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DISTRIBUTION OF POPULATION 1951. 


| Percentage 


Number 
Type of Area of Total | Dastribution 
| Towns _Population of Population 
1 Dublin ¢ County ty Borough and suburbs ! 575,088 195 
2 Dun Laoghaire Borough and suburbs 1 58,455 | 20 
| Total of 1 and 2 above 2 634,473 | 21-4 
! 
3 Cork County Borough and suburbs 1 | 112,009 3:8 
4 Limerick County Borough | i | 50,820 1-7 
5 | Waterford County Borough | 1 | 25,601 1-0 
Other towns and villages : | 
6 | 10,000 population and over | ‘ 127,431 } 405 
7 »,000 to 10,000 population If 17,251 
& | 1,500 to 5,000 population 6o | 176,68 6-0 
9 500 to 1,500 population 117 7,307 es) 
10 200 to 500 populauon 106 62,085 2:1 
11 | Less than 200 population 480 4: 154 | 15 
12 | Population outsidetowns and villages| ~- | 1,525,583 | ay 
——— i 
| Total population | 2,960,592 100-0 
| 
PERSONAL EXPENDITURE obtained. Practically all imports 


IN THE REPUBLIC 
(EXCLUDING DIRECT 
FAXES). 


Index of 


j At current volume of 


Year | price consumption 
1935 | Liss 4 million 100-0 
1u47 252-0 - 105 0 
14s £209 1 9 111-5 
lu4ay £olae4 9 117-6 
1950 | £329-0 at 120.0 
1951 £3600 am | 22:7 
j 


must also make himself conver- 
sant with Irish comments and 
criticisms of his goods 

The extensive Irish demand in 
the past and at the present time 
for British goods ts an indication 
of future possibilities. But the 
Irish market can no longer be 
taken for granted; its channels of 
trade have widened and its pat 
ern of trade has become more 
diverse There is considerable 
goodwill towards British goods, 
but the demands of the Irish 
consumer are yearly becoming 
more exacting 

In 1952 the Republic imported 
nearly all its coal from Britain 
and this trade has a_ secure 
future provided adequate quan 
lity, variety and quality can be 


Big market for hardware 


HERE are still Irish, British 

and other = advertising 
agents and sales managers who 
are unaware of the vast impor- 
tance of the part played by the 
provincial hardware and allied 
traders and implement dealers 
in the buying and selling each 
vear of well over one hundred 
million pounds worth of hard- 
ware merchandise, farm imple- 
ments and raw materials in the 
Republic. 

Of a total of £178 million im 
ports in 1952, some £128 million 
worth came under the heading of 
hardware. Great Britain alone 
exported to Ireland over £54 mil 
lion worth of manufactured hard 

ware and farm machinery. Al}! 
these products were bought and 
sold by approximately one thous 
and merchants and most of these 
were trading in provincial Ireland 

England with its 50 million 
people has approximately 150,000 


ironmongers. Ireland with its 
three million population has only 
1,500 jronmongers and implement 
dealers who have approximately 
5,000 sales people. They cover all 
the provincial towns and villages 
and supply everyday service and 
practical information to the Irish 
farmers, craftsmen and house- 
wives. These are the people who 
are far too often overlooked by 
both sales managers and advertis- 
ing agents. The vast bulk of Ire 
land’s hundred million imports 
and home products in the hard- 
ware implement and allied trades 
finds jts way to provincial Ireland 

Many of England’s big indus 
tries of to-day were first founded 
on their trade with Ireland, and 
that is why so many of them 
have Irish emblems for trade 
marks. 

Ireland is a million pound 
market on the doorsteps of al! 
British hardware and farm 


machinery manufacturers. It is 
their own fault if they do not 
hold it 


of glass, glass-ware and pottery 
came from Britain. Other British 
products which represented a 
high proportion of total imports 
included ores, metals, firegrates, 
ranges, stoves, cutlery, machinery, 
electrical apparatus, vehicles, tex- 
tiles, chemicals, dyes and drugs 

In all, British imports were 
valued at £848 million out of 
total imports to a value of £172-2 
million in 1952. The table at 
the foot of page 3 shows the dis- 
tribution of all Irish imports 
according to use in 1951 and 
1952. 


Changes in economy 


From the viewpoint of market 
research some of the most strik- 
ing changes in the Irish economy 
are reflected in the first detailed 
statistics which have been pub- 
lished of the Census of Popula- 
tion 1951. In 1951 the population 
was 2,960,593, compared with 
2,955,107 in 1946 and 2,971,992 
in 1926. Over the quarter of a 
century since 1926, the urban 
population of the Republic in 
creased by about a quarter. In 
1951, the urban population rep 
resented 414 per cent of the total 
population, as compared with 33 
per cent in 1926. The rural popu 
lation was S84 per cent of the 
total in 1951, as against 67 per 
cent in 1926. 

Between 1926 and 1951 the 
biggest increase 32 per cent 
in population occurred in Leinster 
where it was due mainly to the 
growth of Dublin city and its 
suburbs. The rural population of 
Leinster remained almost station 
ary over the period, but in the 
other provinces it fell. In ali 
provinces, however, urban popu- 
lation increased between 1926 
and 1951. 

The population of Dublin city, 
Dun Laoghaire and suburbs was 
634.473 in 1951, or over one-fifth 
of the total population of the 
country 

If the term urban population 
were extended to include person 
living in small towns and villages 
it would embrace almost half of 
the total population, and 58 per 
cent of the population so defined 
live in what are known as the 
county boroughs or their suburbs, 
that is Dublin and Dun Laog- 
haire, Cork, Limerick and Water- 
ford. 

A Census of Distribution was 


@ Continued on page 24 
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Ireland Supplement ADVERTISER'S 


WEEKLY 


How to cover the market through 
dailies, Sundays and magazines 


MPVHE problems which one 

faces in choosing news- 
paper and periodical media for 
a campaign to cover the Re- 
public of Ireland are in one 


way simpler than in Great 
Britain. 

Choice is much more re- 
stricted—in fact, when dealing 


with daily newspapers there 1s 
little opportunity for exercising 
choice. 

There are three national morn- 
ing newspapers published in 
Dublin--Irish Press, Irish Inde- 
pendent, and Irish Times—and 
one that may be described as 
semi-national—the Cork Exam- 
iner—since it covers the southern 
counties only. 

Where evening papers are con- 
cerned there is one in Dublin 
Evening Herald--which covers 
the main centres of population 
throughout the country, though 
naturally the restricted time avail 
able for the distribution of an 
evening paper means that it does 
not reach many remote areas that 
the morning papers cover. In 
addition, there is the Dublin 
evening paper —-Evening Mail 
which covers Dublin and adjacent 
counties extremely wel] but does 
not penetrate further; a Cork 
evening paper—Evening Echo; 
and in Waterford an evening 
paper—Evening News-—that 1s 
published on only five evenings. 
On Friday evening its place is 
taken by a weekly issue—Water- 
ford News—which ranks as a 
provincial weekly. 

There are two Sunday news- 
papers—Sunday Independent and 
Sunday Press, These enjoy the 
largest circulations in the country, 
in each case selling about twice 
as many copies as the week-day 
papers issued by the same pub 
lishers. 

For these Sunday papers, with 
circulations just under 400,000 
each, the same advertising rate is 


charged as for the week-day 
Papers. 

These two Sunday newspapers 
are the only papers in the 
country where space is still 


rationed and where restrictions on 
the sizes of advertisements are 
strictly adhered to. 

The net sales and basic rates 


per single column inch of the 
newspapers are as follows: 
s Cc 
Sunday Independent 395.4507 ss 0 
Sunday Press 378,454 38 O 
Irnsh Independent 203,206 3 (O 
The Trish Press 198,784 3s (<O 
The Irish Times 36,421 25 0 
Fvenine Herald 135,409 2 0 
Fvening Mail 83,717 1s 0 
The Cork Examiner 45,917 17 6 
Evening Fcho 38,170 9 0 
Waterford 
Fvenine News {not published) 6 10 


Though the circulation of the 


Irish Times 
comparison 


appears small by 
with the other two 
Dublin mornings, few advertisers 
can afford to neglect it, since it 
undoubtedly has influence far 
greater than the figures would 
and is read by most 
businessmen, as well as by the 
intelligensia. 

So far as the other two Dublin 
morning Papers are concerned, 
the difference between their 
readership is more political than 
economic. The Jrish Press is the 
organ of Fianna Fail—the party 
which at present governs the 
country —while the Irish Indepen- 
dent, while not tied to any party 
generally takes the viewpoint of 
Fine Gael, the largest opposition 
party 

While Irish newspaper 
are so much in excess of those 
of British newspapers in the 
Republic that the latter are of 
little importance so far as adver 
ising in Ireland is concerned, this 


suggest, 


sales 


By FRANK 


is by no means true 
periodicals are concerned 

With a few notable exceptions 
Irish weekly and monthly period: 
cals suffer severely from the com- 
petition of their cross-channel 
opposite numbers, and a tax of 
one penny per copy does little to 
help them. There has been for a 
long time an agitation for quan- 
tity restriction on imports by 
quotas but so far nothing has 
been done. 

It is not possible in a_ brief 
article to deal exhaustively with 
the many magazines published in 
Ireland, but the following are 
some of the more important: 

Radio Review—almost an Irish 
equivalent of Radio Times, 
though not an official publication, 


where 


Publishes not only Irish radio 
programmes but also B.BC., 
Radio Luxemburg, and A.F.N 


Circulation 112,403, 25s. per inch 


Times Pictorial —a weekly 
magazine issued by the Trish 
Times, which also features a 


W. PADBURY, director, 
Padbury Advertising Ltd. 


radio programme — supplement. 
Circulation 57,978. 17s. 6d. per 
inch. 

The Standard—the principal 
religious weekly. Circulation 
70,084, 25s. per inch. 


Woman's Life —a popular fort- 
nightly magazine selling 34,001 
copies per issue, £35 per page. 

Dublin Opinion—a_ monthly 
that has been described as “the 
Irish ‘Punch’.” Circulation 43,694. 
£42 per page. 


Passing Variety—-another 
popular monthly humorous 
journal. Circulation 24,263, £30 


per page. 

Irish Tatler & Sketch—a very 
popular Irish society journal with 
influence far in excess of what its 
circulation of 10,188 copies per 
month would suggest, £32 per 
page. 

Social and Personal--claims to 
be Ireland’s gayest society maga- 
zine, A.B.C. circulation 7,000. 
£32 a page. 


eeeecescseeee’, 


Talk of Dublin during the 
winter was a sensational edit- 
orial-style advertisement pre- 
sented as a “hot” news 
announcement of food price 
cuts. It was used, complete 
with contents bills, to launch a 
canned goods manufacturer 
on to the home market in a 
big way. This is the story of 
the conception and operation 
of what the creator describes as 
a “once in a lifetime’ stunt. 
OHN W. TATE, managing 

director of Arks Ltd., was 

sitting in an office of a new 
client, who is a manufacturer 
of canned goods with a factory 
in Dublin and a large export 
trade. The manufacturer was 
explaining that he was about to 
enter the home market for the 
first time in a big way, and 
wished to take the trade by 
surprise in cutting prices by 20 
per cent to 25 per cent. 

The trouble was that the goods 
were almost unknown to the 
Irish public and the reaction of 
the shop-keeper would be—‘All 
very fine but nobody has heard 
of these products.” 

As they talked Mr. Tate had a 
brainwave. He thought somewhat 
on these lines: “Hasn't there been 
in recent months a good deal of 
talk about high prices. Surely I 
remember Government Ministers, 


and other prominent people re- 
ported in the press as saying that 
food prices must come down. 
Wouldn't it be a good idea if we 
could get quotations from. the 
published speeches of these 
people and use them to tie in 
with the aims of the manufac- 
turer? 

“And couldn't we use photo- 
graphs of the Ministers and pub- 
lic personages without even 
asking their leave, seeing that the 
copyright of the photograph is 
held by the photographer, and 
that all these men are well and 
truly and = frequently photo- 
graphed? And wouldn't it be 
possible to get the statements of 
the Irish Housewives’ Association 
and the Lower Prices Council in 
favour of lower food prices, and 
get photographs of the heads of 
these organisation and tie them 
in also with the manufacturer's 
story?” 

A whole page in the evening 
papers was visualised with the 
aim that it should look like a 
great editorial scoop relating to a 
story of drastic forthcoming 
price reductions 


Another director of Arks. 
produced the finishing touch 
by suggesting that the ageney 
should not lay-out this page 
but that they should hire the 


services of a first-class newsman, 
whose normal job it was to make 
up the pages of hi 


newspaper, 


‘Hot’ news was really an ad. 


and supply him with masses of 
material, so that he would have 
plenty of over-matter The 
agency should mark in order of 
preference the articles that must 
go in and then put the whole lot 
in front of him and say: “Here 
are the photographs. Here is the 
story. Do it your own way. We 
won't alter a comma.” 

And so it was done. A first- 
class journalist was hired, told 
what to do. Material was 
gathered from reports of back 
speeches of politicians and 
notable people in public life and 
handed to the make-up man who 
dealt with them in his own way 

For the whole thing had to be 
done in a hurry, because, whereas 
it was first contemplated that this 
story should break at the end of 
February 1953, the client became 
uneasy in case the story got out 
or the constant pressure of the 
Government on manufacturers 
for a reduction of food prices 
might lead rivals to jump in first 

It was realised that if rivais 
came in with even a small reduc- 
tion, the client would have a good 
deal of the power of his punch 
minimised. Therefore, although 
the time of the year was not the 
best within two weeks of 
Christmas it was decided that 
it must be “now or never.” 

As the setting had to be done 
® Continued'on page 8 
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Provincial press opens the door to a 


| bee it clearly enough realised 
that the provincial weekly 
newspaper as we have it in 
Ireland is not just the little 
brother of the daily, not just 
doing in a small way the same 
thing as the daily is doing in 
a big way? 

Anyone taking up for the first 
time an Irish provincial weekly 
and studying it for its) raison 
d'étre soon realises that he ts 
looking, as in a mirror, at the 
piay and interplay of a whole 
life that he will find reflected 
nowhere else. It is, in fact, the 
reflection of the life of that two 
thirds of the population of 
Ireland that lives in) country 
towns, villages and rural areas 

It will not be long before the 
observer realises that these 
people have two “countries.” 
One is Ireland, the other the 
county they live in. They have 
two “governments.” One is com 
posed of “those people up in 
Dublin.’ the other is the 
“government” of their town o1 
county 

That, of course, might be felt 
to be true also to some extent of 
city dwellers, but they as a rule 
know littl: of the government of 
their city which for many of 
them is as impersonal and remote 
as national government. Not so 
in the counties, where the human 
element bulks large There the 
projects and = works of local 
government are conceived and 
carried out by people with whom 
shoulders are rubbed every day 
and they affect far more immedi- 
ately and intimately the pattern 
of everyday life; while just over 
the county border there are 
similar “governments” at) work, 
to be emulated or despised 


Unique task 

This is the thing that differen 
tiates a county from an area tn 
geography, and it is the local 
provincial paper that records, 
explains, criticises or commends 
itto a public which recognises in 
that paper both the watchdog 
and the voice of the community 

None of this important and 
unceasing activity, or its results 
in the life of the people, can. in 
the nature of things, rate more 
than brief and occasional men 
tion anywhere but in the county 
paper. It is a simple truth (too 
little recognised) that without the 
local press local government in 
its wide ramifications of to-day 
would be sprawling in a void and 
the county community groping in 
the dark 


That is worth remembering by 
anyone tempted to think that the 
provincial newspaper is, perhaps, 
putting Up a poor show in com- 
petition with the daily. It is, in 
fact, doing nothing of the sort. 
It is absorbed in its own unique 
and essential task of giving its 
readers news they want and can- 
not get elsewhere about their 
county and their town and their 
fellowmen, 

The Irish provincial weekly is 
published first and last for the 
Irish people in their homes. 
When it records a modest-looking 
increase of, say, 500 in its cir- 
culation, what has happened is 
that it has found its way into 500 
more households. 500 more 
families — father, mother, sons 
and daughters (and perhaps a few 
neighbours)—are reading it, and 
nothing in it—the word is “noth 
ing” —is missed by them 


Every ad. read 


This newspaper has not to 
compel or buy the attention of 
its readers. They are waiting for 
it and as far as they are con 
cerned it. is irreplaceable It 
speaks to them in their own 
accents about the life they know, 
and families have trusted its 
voice for generations. When it 
has been read, line by line, news 
and advertisements, it follows 
those who have gone from the 
home to distant towns or across 
the seas 

The value of the intensity of 
this circulation, and of the deep 
roots of the local weekly, is 
recognised by all consistent ad 
vertisers in the provincial press 
It applies in the case of the small 
paper as of the larger, for it, too, 
commands the confidence and 
lovaltv of a range of readers far 
exceeding the record of its sales 

The circulation of a provincial 
paper, indeed, is something like 
a pyramid set wrong end up on 
its apex with sales at the nar 
row point on the ground and 
readership ever widening to the 
‘hase’ reared up in mid-air 

What sort of people are these 
readers and what are their needs”? 
The answer is “All sorts.” The 
country town, in its social aspect, ts 
a city in miniature, with its (local) 
Government officials, its profes 
sional class, its business men, its 
shopkeepers, its housewives, its 
commercial and manual workers 
and its) “rising = generation.” 
Beyond it lie the rural areas with 
their farming and village com 
munities, for whom the local 
paper as well as being a mirror 


prosperous, country-wide market 


is a shop window. These are 
the “all sorts” of provincial news- 
paper readership and their needs, 
interests and tastes are as varied 
as their categories 

The admirable tourist associa- 
tions may be forgiven for pre 
senting Ireland to the visitors 
they wish to attract as a country 
of lonely mountain, lough and 
river, of turf being brought home 
in creels on the donkey's back. 
of the remote and tiny cottage, 
of the ass and cart plodding along 
the road unresponsive to the 
urgings of modern life. All these 
things exist in Ireland—just like 
the Blarney stone, which com- 
paratively few Irish people have 
seen let alone kissed! 

Yet what curious misconcep 
tions about provincial Ireland 
may be thus created! For you 
see most of us get our turf from 
immense,  highly-mechanised 
workings on the bogs; we gener 
ate electricity from our lonely 
rivers and loughs; and the average 
provincial town on market davs 
is practically impassable with 
lines of motors parked along its 
streets, and buses filled with 
shoppers from many miles around 
snorting along above the occa 
sional ass and cart that has sur 
vived! 

The present prosperity of pro 
vincial Ireland is admitted on all 
hands. In 1952 agricultural 
exports alone increased in value 
by £74 millions over those of 
19S1, and the farmer. according 
to a very recent statement of the 
Minister for Finance. now gets 
£323 for what he sold for £100 jn 
1939. The upward trend of agri 
cultural prices has been con- 
tinuous. Long strides are being 
taken towards the mechanisation 
of farm work 


New opportunities 


Young Farmers’ Clubs have 
sprung up to meet in debate 
about their work, and to send 
their members to America and 
to European countries to study 
the latest systems, and methods 
for increasing productivity. Rural 
electrification, welcomed with open 
arms, has brought new oppor 
tunities and leisure to many 
thousands of homes, and created 
a demand for all the things that 
go to make a higher materia! 
standard of living 

The towns, as well a, benefit 
ing from the increased income of 
the farmers, have shared in in 
dustrial development by the estab 
lishment of manufacturing con 
cerns not n vast industrial 


By MARION LAVERY, secretary, 
Associated Irish Newspapers. 


congeries which result in) mass 
populations as well as mass- 
produced goods, but distributed 
through the counties, so that new 
activity and prosperity have come 
to provincial urban areas, and 
local pride has stimulated local 
endeavour. 


Like most other people, the 
reader of the Irish provincial 
weekly feels the sharpest interest 
in what is nearest to him. He is 
well served in the weekly papers 
by summaries of world news 
(which has often by the end of 
a week settled down to truer pro- 
portions than it wore on the day 
it “broke”). But it is the news 
of his county that claims his 
closest attention, and the news of 
his neighbouring counties across 
whose borders the provincial 
newspapers go back and forth 


Nobody’s little brother 


His paper comes to him 
studded with familiar names. The 
litigants in a court case, the 
speakers at some lively meeting 
of a local authority, the man un- 
expectedly advertising his farm 
for sale, the winners of county 
agricultural premiums or of 
county scholarships, the © girl 
knocked off her bicycle, the youth 
Who shot a goal in the inter- 
county hurling match—these are 
not just names to him, but people 
often known in the flesh. Small 
wonder that the newspaper is 
read not with the idle eye look- 
ing for the outstanding incident, 
but with the absorption of a 
reader who finds news, entertai.- 
ment and the satisfaction” of 
curiosity in every line of it. 

This, then, is the provincial 
Ireland reflected in the provincial 
press: its work, its trade, its 
government; its social and cul- 
tural life; its human joys and 
sorrows; and—by no means least! 

its sport in those pages devoted 
to the football and hurling, hunt- 
ing and point-to-point racing, 
angling and coursing and golf and 
cross country running, that com- 
mand the passionate interest of 
so many Irish people. 

Nobody's little brother indeed, 
the provincial press must be esti 
mated by what it sets out to do, 
and as it performs a specific func- 
tion in the life of the country, a 
function carried out by nobody 
else. so it offers a specific and 
individual medium to the adver- 
tise! 


It he has not vet used the Irish 
provincial Weeklies, the advertiser 
@ Continued on page 24 
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112,403 — that’s the RADIO REVIEW ABC net weekly figure 


The Gaelic idiom for ‘‘A hundred thousand welcomes,’’ Cead Mile Failte was given practical expression in Ireland 
last month when the great Tostal festival (Ireland at Home) was held from 5 to 26 April and visitors really 
learned how warm an Irish welcome can be. This national capacity for warmth is projected every week into the 
pages of RADIO REVIEW, which is welcomed by over a 100,000 readers per issue, who know that it contains 
the programme details they require every day. And the RADIO REVIEW ABC figure of 112,403 copies (July -— 
December, 1952) every week does not tell the full story: despite the loss of 7 issues during the printing trade 
dispute RADIO REVIEW still maintains its position as the highest-selling weekly in Ireland — consulted every day 
by an estimated 450,000 people, members of those //2,403 families who buy it every week. For current adver- 
tising rates and other details apply London Representative, D. W. Mayes, 69 Fleet Street, London, Central 4447; 
or W. J. McConnell, Advertisement Manager, RADIO REVIEW, Ltd., 67 Grafton Street, Dublin. "Phone 73531/2. 
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@ Continued from page 5 


‘Hot’ news was 
really ad. 


by the newspapers in a very short 
time, it seemed nearly impossible 
to expect them to undertake this 
extra work at such a time. How 
ever, a way was found to rush 
this page through 

It was all done in such a haste 


that rivals could have known 
littke about it Even the retail 
and wholesale grocery trades 


were not told in advance. The 
agent and the client saw the first 
rough pull of the page about 
10.30 on the morning of the day 
it was to appear in the evening 
papers. 


. A sensation 


When the advertisement ap 
peared, it created a sensation 
among advertising men and jour 
nalists as well as traders and the 
public. 

A wellknown journalist wrote 
to Mr. Tate: “You may be inter- 
ested to know the reactions to 
your advertisement of yesterday 
They may be summed up, as far 
ag newsmen are concerned, thus 
‘consternation then admiration 
Warmest congratulations on the 
success of your idea.” 

An important point regarding 
this “stunt” was that its assump 
tion of the appearance of an 
editorial scoop was to a consider 
able degree justified, Mr. Tait 
claims. It was a big story. The 
public was very much in the 
mood to take a big interest in a 
food cut announcement. ‘The 
Government and other prominent 
people and public bodies had 
been pressing manufacturers and 
others to get prices down 


Psychological moment 


The whole page advertisement 
simply seized the situation and 
exploited it at the “psycho 
logical” moment. If many manu 
facturers, and not just one, were 
joined in this price cut, the news- 
papers might conceivably have 
run just such a_ big editorial 
feature on it. Because only one 
manufacturer was concerned it 
was necessary to pay for a page 
advertisement and the most effec 
tive way to get 100 per cent 
readership was to assume the 
editorial cloak, says Mr. ‘Tait 

Newsboys outside the Dail 
(Irish House of Parliament) car 
ried news bills announcing 
“Food Prices Slashed.” And there 
was much talk in the lobbies. 

Mr. Tate points out that this is 
the sort of stunt that can be done 
only once in 1S or 20 years 
“perhaps once in a lifetime.” 

He adds: “No experienced ad 
vertising man would advocate a 
series of such hectic manoeuvres 
to establish a new product. In 
this particular case a stunt accom- 
plished in one evening what 
would have taken many months 
and much money to achieve by 
normal methods. Large spaces now 
carry on the price campaign.” 
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Publicity made Festival of 
Ireland a success 


[' was said of An _ Tostal 
that it took place too early 
in the season—that, in fact, it 
jumped the season; and those 
naive enough not to know the 
Irish wondered, although they 
framed their bewilderment in 
the smug manner of questions 
that provide their own answers 

-who, they wondered would 
be tempted to visit Ireland at 
a time of year when the trees 
were comparative skeletons, 
and the sun, although bright, 
as ellective as a freshly lit fire? 

The trouble, of course, was 
this: in a world increasingly 
aware of the value of publicity, 
spontaneity was well beyond our 
credulity. Centenaries, festivals, 
pageants are to-day suspect 
manifestations of good business; 
so that it was natural that even 
the heart of a classical people 
could supposedly find national! 
expression with an occasion 
linked to the cash register 

Now “An Tostal” could have 
happened nowhere else in the 
world but in Ireland. The idea 
was excellent because it was 
original, rooted in the nation’s 
past, entwined with her people, 
their culture and, above all, and 
this must never be forgotten 
with the vast, international 
family of the Irish. It was as 
Irish as the “Book of Kells.” And 
the Irish, as everyone knows, 
have a natural sense of drama, 
ind therefore, a feeling for its 
unities, and surely it would have 
been sacrilegious to have held 
such an occasion at any time 
other than the spring. 

In the bi-monthly, /reland of 
the Welcomes, published by 
Fogra Failte, Malachy Hynes 
wrote: “April, when nature 
awakens to don its gladdest rai 
ment and = speak its blithest 
accents that 1s the fit and pro 
per time for An Tostal . . . the 
People’s Festival of Ireland. 

True, An Tostal lacked the 
advantages of leisurely prepara- 
tion; but the speed with which 
it was organised produced some 
first-class ideas which already 
has insured its future as an 
annual event. And ideas, as 
any publicists will tell you, have 
a way of sparking from the kind 
of quick-witted spontaneity that 
characterised the  festiya! 

From the beginning, An Tosta| 
stimulated the Irish -they liked 
it; they liked its mood; they saw 
its point; it made them more 
aware of themselves as hosts to 
foreign visitors. An__ Tostal 
councils were organised all over 


BY A SPECIAL CORRESPONDENT 


the country, from Athlone to 
Waterford. Each committee was 
responsible for its own pro- 
gramme and even for its own 
local publicity, and this decen- 
tralisation proved most effective 
for it diffused enthusiasm to all 
parts of the Republic to reflect 
every mood and facet of the Irish 
people. 

National publicity, of course, 
devolved upon Fogra_ Failte, 
which is the national publicity 
organisation for Ireland. Under 
the direction of its chief, J. P. 
O'Brien, Fogra Failte allocated 
an entire section of its large- 
scale tourist programme to pub- 
licising An Tosta!] 

Thirty thousand posters were 
printed and circulated: 250,000 
An Tostal postcards; a million 
An Tostal stamp stickers 
An advance programme of events 
had a run off of 250,000 copies: 
so too, did an explanatory 
booklet. 

The production manager of 
ogra Failte, Niall Sheridan, was 
responsible to his chief for a 
campaign embracing every known 
form of propaganda — booklets, 
showeards, souvenir handbooks, 
map folders, greeting cards, bus 
posters. Yet, essentially it was a 
campaign within a campaign; 
you could never say that An 
lostal was an adjunct of the 
general drive to attract tourists; 
the two campaigns were so 
integrated 

One issue of Ireland of the 
Welcomes was devoted entirely 
ic the festival. The souvenir 
handbook, to which so many of 
Ireland's best writers contributed, 
gave a broad and vivid picture 
of the country—well illustrated 
and edited, it was so good an 
example of journalism that it 
recommended itself for review in 
the literary press. 

Fogra Failte used Sun Adver- 
tising, of Dublin, and its asso- 
ciate company in London, 


Napper, Stinton, Woolley Ltd., 
for the advertising campaign in 
the British national dailies, the 
Sundays, the Catholic weeklies, 
and newspapers circulating in 
areas with large Irish popula- 
tions, 

An Tostal was also brought to 
the notice of British travel agents 
with a specialised campaign in 
the travel trade press. Through- 
out, the advertising extolled the 
advantages of a spring holiday 
and for extra emphasis angled it 
on An Tostal to give the added 
pull of a news story. 

Public relations provided a 
novel adjunct. In February, 
four Irish harpists were flown 
from Dublin on a goodwill An 
lostal tour of Britain. The 
strength of the story was simply 
this: that they were the first Irish 
bards to leave Ireland on such a 
mission for eight hundred years. 
Ihe flight was widely reported 
in the British press, and covered 
by news-reels, television and 
radio 

By the time the festival began, 
Fogra Failte had produced and 
distributed 2,959,000 _ posters, 
showcards, postcards, envelope 
stickers, bus posters, programmes 
and souvenir handbooks. 

And the verdict? In the first 
week of the festival there were 
20,000 visitors to Dublin com- 
pared with 30,000 for the whole 
of April last year. Success at 
this stage cannot be judged by 
the actual number of hotel book- 
ings. With a comparatively smal] 
publicity appropriation, Ireland 
drew attention to herself all over 
the world; for the story of this 
colourful, Gaelic event was told 
through every channel of public 
expression—by radio, television, 
films and by the press. 

An Tostal 1953 has been a 
gigantic dress-rehearsal, and the 
measure of its success, built on 
skilful publicity, is the fact that 
it will come again-—next year! 


One of the beauty spots that attract tourists 
salmon fishing river near Connemara, 


Owen Baliska, a famous 
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\ so 
ie 


that drop of water makes 
ow sich a difference . . 


It separates the people of England trom th 


people of France and Belgium ... And th 
Vail 
NV -y 
MD i of England... It doesn’t do a thing 
CASTS 


people of Ireland from the people 


—_ “ Z 
—— <4 @ to our essential human qualities or the 
Ve 


respect we have for each other, 


but in the course of many hundreds of years we have drifted into 
different patterns of lite, and qualities of mind and temperament have 


developed in varying degree. 


and getting down to plain brass tacks if we in Ireland wanted to put 
over an Advertising Campaign in Britain, it would be sound sense to 


use a Britisn Advertising Agent... 


And if you in Britain had a serious advertising or marketing 
problem in Ireland, would it not be just as sensible to use the 
services of an Irish Advertising Agency ? 
ARKS LIMITED (Advertising ¢> Marketing 
SIXTEEN HARCOURT STREET DUBLIN 


lelephone: Dublin 52225 
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SOUTH OF IRELAND 
PUBLICATIONS _ 


The Link Between 


DISTRIBUTION 


Y ie 


i 


The time and elfort 


expended in securing ade- 


quate distribution merits 


the correct choice of 


media necessary to establish 


the essential link between distribution and sales. 


® AGREED ALSO 


That throughout the industrial and agricultural 


province of Munster this link can only be procured 


through the concentrated circulations of the influential 


papers on the spot the papers that really cover the South. 


The Cork Examiner 


Cork Weekly Examiner 


Cork Evening Echo 


HEAD OFFICE: PATRICK STREET, CORK 


Waterford 
E.C.4 


Branches at) Dublin Limerick 


London Office: Fleet House, 58 Fleet Street, 


Private wires between London, Dublin and Cork 
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£197,000 a year on trade 


press advertising 


By MARTIN J. McMANUS, General 
Manager, The Parkside Press Ltd. 


DVERTISERS spend at 
present about £197,000 per 
annum in Ireland’s trade and 
technical press. These publica- 


tions provide coverage ol 
practically every trade and 
profession in the twenty-six 
counties, while many = also 
cover the six counties ol 
Northern Ireland 


It is worth noting that the ad- 
vertisement revenue of the Irish 
trade and technical press is grow 
ing This is 
due no doubt 
to develop- 


ment in Ire 
land's) agri 
culture, in 
dustry and 
social sel 
vices More 
money than 
ever is being 


spent by the 
Government, 
by local 
authorities, 
municipal 
private enterprise 
equipment and ser 
vices; and advertisers both Irish 
and foreign are competing for 
a Share of this increased expendi 
ture They have found that an 
effective and economical way of 
making and maintaining contact 
with the people who requisition 
and order is through the Irish 
trade and technica! press 

In the medical and hospital 
field, for instance, where many 
millions are being spent on drugs 


and by 


bodies 
on materials, 


and medicines, surgical equip 
ment, hospital requisites, renova 
tion and modernisation of hos 


pitals, clinics and institutions, the 
advertiser has three monthly 
journals and one medical annual 
at his disposal: J/rish Journal of 
Medical Science (official organ ot 
The Royal Academy of Medicine 
in Ireland), Journal of the Trish 
Medical Association; Irish Hos 
pual and Irish Medical Director) 
& Hospital Year Book 


In the architectural, building 
and engineering fields, where vast 
sums are spent on housing, 
churches, schools, factories, elec 
tricity power schemes, posts and 
telegraph development, roads, 
sewerage, harbours, etc., the ad 
vertiser has a choice of one fort 


nightly Urish Builder & Engineer), 
four monthhes Urish Builders 
Journal; lrish Contractor; Lrish 
Engineering Journal; Lrish Engin 
eer'y Journal), and four annuals 
(Architectural Survey Irchites 
tural Association of Ireland Year 
Book Year Book of the Royal 
Institute of Architects of lreland 


Irish Engineers’, Architects’ and 
Building Trades Year Book). 
On the other hand, the com 


Pact and specialised dental field 
can be covered by advertising in 
the monthly /rish Dental Journal 
(official organ Irish Dental Asso- 
ciation), and in the annual /rish 
Medical Directory & Hospital 
Year Book, which contains a 
directory of dentists practising in 
Ireland. 

The advertiser can contact the 
manufacturer and the wholesale: 
in practically every trade. The 
Chamber of Commerce Journal 
(othcial organ of the Association 
of Chambers of Commerce of 
Ireland), for instance, has a wide 
circulation through all Chambers 
of Commerce in Ireland, and is 
read by the managements of 
Manufacturing concerns as well 
aS by wholesalers, agents and dis- 
tributors 

The thirteen-year-old Maritim: 
& Import-Export Magazine, the 
only shipping and trade journal in 
Ireland, also has a representative 


readership) amongst manufac- 
turers, import-export firms and 
organisations, wholesalers and 
agents, as well as shipping com 
panies, port authorities, Cham- 
bers of Commerce, Government 
Departments, Harbour’ Boards, 
etc, 

The long-established Irish 
Hardware Journal, Allied Trader 
& Implement Machinery Review 


(official organ of the Hardware 
& Allied Trades Association of 
Ireland) goes to practically every 
hardware trader—manufacturing. 
wholesaling, retailing in the 
country 

The important food distributive 


trade network can be covered 
very effectively through the 
monthly Irish Wholesale Grocer 


(the official organ of the Whole 

sale Grocers’ Association of 

Ireland), and the fortnightly 
@ Continued on page !2 


Value for money 


Advertising revenue is the 
‘s blood of the Irish trade 
Sand technical press. To earn 
this revenue consistently, the 
press must give the advertiser 
results, and at a cost less than 
that of any other method of 
contact. The fact that the 
level of revenue in the Irish 
trade and technical press is 
not only consistent but 
$ actually, in most cases, on the 
g increase, indicates that the 
$ advertiser is satistied that he 
sis getting value for his money. 
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ZIM SLI 


AND 


The Sunday Press 


IRISH PRESS LTD., DUBLIN. ADVERTISEMENT MANAGER: C, J, FURLONG 
LONDON MANAGER : HAROLD CROSSLEY, LUDGATE HOUSE, FLEET STREET, E.C.4——- Phone: CENtral 1737 
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The Irish Times 


has a 


QUALITY CIRCULATION 


HE readership of The Irish Times is mainly 

composed of Ireland’s most influential citizens. 
They include men and women who occupy 
executive positions in industry and commerce, 
professional people, landowners, agriculturalists 
and public officials. 
Collectively they represent such a large annual 
spending power that space buyers give The Irish 
Times first place in Irish advertising campaigns 
which require a quality circulation to sell quality 
goods and services. 


THE IRISH TIMES 


Publishers of 
TIM ES PICTORIAL 
IRISH REVIEW AND ANNUAL 
Head Office: WESTMORELAND STREET, DUBLIN 
Branches at CORK, LIMERICK, BELFAST, GLASGOW 


London Office: 59 FLEET STREET, E.C.4 
Advertisement Manager: MR. A. 


IRISH HELD 


London BROWN 


12 


R.G.D.A.T.A. Review (official 
organ of the Retail, Grocery, 
Dairy & Allied Trades Associa- 
tion). These two journals pro- 
vide also a medium for the adver- 
tiser of the miscellaneous pro- 
ducts, other than foodstuffs, 
which are wholesaled and retailed 
through the Irish grocery trade 

soaps, for instance, and polishes, 
dentifrice, razor blades, cigarettes, 
matches, soft drinks and so on. 

The rapidly expanding electri- 
cal and radio trade js catered for 
by two monthly trade journals: 
Irish Electrical Trader (official 
organ of the Society of Irish 
Electrical Traders) and the J/rish 
Radio & Electrical Journal 
(official organ of the Wireless 
Dealers’ Association) both of 
which have nation-wide cover- 
age of the wholesale and retail 
trade, 

The opening of new electricity 
power schemes, together with the 
continuing development under 
the Rural Electrification Scheme, 
has increased the demand for all 
types of electrical equipment and 
appliances This impressive 
“march of the pylons” across the 
Irish countryside, bringing elec- 
tricity to towns, villages and farm- 
houses, plus the re-organisation 
and stream-lining of Radio 
Eireann, is stimulating demand 
also for radios and radiograms. 

Despite the heavy tax burden 
which it carries, the licensed 
trade in Ireland continues to be 
one of the most progressive trades 
in the country. Two monthly 
trade journals give a wide cover- 
age of al! outlets which include 
public houses, family grocers and 
spirit merchants, hotels and 
clubs; Licensed Vintner & Grocer 
(official organ of the Licensed 
Vintners’ & Grocers’ Association) 
and the Irish Licensing World. 


Tourist trade link 


In relation to its size, Ireland 
has a very large turnover in 
jewellery, fancy goods and small- 
wares, This is due in large part 
to the passing trade of visitors 
and tourists from Northern 
Ireland and Great Britain. This 
trade is conducted through a net 
work of shops ranging from the 
high-class jeweller in the capital's 
most fashionable street to the 
smal] country sweets and cigar- 
ettes shop selling imitation pear! 
necklaces, watches, cigarette 
cases, lighters and souvenirs, Two 
monthly journals cater for this 
market: Jrish Jeweller (official 
organ of the Jewellers’ Associa- 
tion of Ireland) and Irish Jewel- 
lery & Fancy Goods Journal. 

Another influential body of 
traders that can be contacted 
economically through the Irish 
trade press is the hotel and cater- 
ing trade. As in other countries 
to-day, the tourist trade in Ireland 
provides a substantial portion of 
the national revenue, and in con- 
sequence, the hotel trade has 
come in for a great deal of 
governmental attention. In the 
last five vears, for instance, the 
Irish tourist revenue totalled ap- 
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REVENUE FROM 
BRITAIN 


The major portion of the 
advertising revenue in the 
Irish trade and technical press 
comes from Great Britain. 
British manufacturers market- 
ing their products in Ireland, 
either from their headquarters 
or through an Irish branch 
office, factory or agent, be- 
lieve in backing up their 
merchandising plans’ with 
consistent trade and technical 
advertising in the available 
Irish publications. Practically 
every professional group in 
Ireland can be contacted 
through its own journal, and 
at a reasonable cost ... 
accountants, bankers, com- 
pany secretaries, architects, 
doctors, dentists, engineers, 
veterinary surgeons, etc. The 
trades are not all adequately 
covered, but most of the 
clearly defined groups can be 
reached through their trade 
jcurnals . . . chemists, hard- 
ware, hairdressing, small- 
wares, electrical, grocery, 
newsagencies, radio dealers, 
garages, tobacconists, etc. 


proximately £150 million. The 
Government believes that these 
figures can be bettered. American 
efficiency and hotel trade experts 
have reported to the Government 
on ways and means of securing 
this increased turnover, 

Profits are being ploughed 
back into the industry; the 
Government is advancing loans 
at low interest; and the hotelier 
is spending more money than 
ever before on modernisation of 
premises and equipment, renova- 
tions and improvements of all 
kinds. Manufacturers and distri- 
butors are reaching these buyers 
through two Irish trade publica- 
uuons: /rish Hotelier (the monthly 
official organ of the Irish Hotels 
Federation), and the annual Jrish 
Hotel & Catering Year Book, 

Being basically an agricultural 
country, Ireland has a number of 
journals for farmers. Best known 
of these is the Farmers’ Gazette, 
a weekly with a Jong tradition 
behind it of service to the farm- 
ing community, The Gazette 
covers all aspects of farming in 
Ireland and gives increasing atten- 
tion to the mechanisation§ of 
farms. The other five monthly 
journals in this field also give 
extra attention to the machines 
and appliances that make agricul- 
ture and farming an easier and 
more profitable job. 

The Irish farmer is not, as vet, 
as mechanically-minded as he 
should be. But he is learning 
And it is felt by all concerned 
that there is a large untapped 
market here for tractors, milking 
machines, mechanical reapers, 
binders, etc. The Government 
has given a very good lead by its 
work under the Land Rehabilita- 
tion Project; and the Young 
Farmers’ Clubs (who publish the 


@ Continued at foot of page 14 
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Facts that bring home the 


Importance of the Trish Market 
* 


—1 


For proven pulling power in 
Kerry, Cork and Limerick— 
a vital section of the Irish 


Do you appreciate the importance and volume 
of Ireland’s tourist trade? The figures given 
below may surprise you. They are given in 
millions of U.S. dollars and represent the 
earnings from external traffic of the tourist trade 
for 1951. 


United Kingdom 204°3 
Market... en oe 
Switzerland 128-3 
IRELAND 92°4 
Italy bs. is .. 901 
Belgium & Luxembourg (combined) 58:1 
Austria... os ae ed oo. wee 
Portugal 13-0 


The only Irish newspaper 


certified circulation. 


JANUARY / JUNE 195! 22,399 
JULY / DECEMBER 1951 22,392 
JANUARY / JUNE 1952 23,441 


JULY / DECEMBER 1952 24,238 


A.B.C. Figures 


Put lreland’s great 
provincial Newspaper 


that gives a break-down of 


on Your schedule NOW * 


London Representatives: HUSEY & CO., 92 FLEET STREET, E.C.4. Tel.: 
Head Office: 5 Rock Street, Tralee, Ireland 


Note how favourably Ireland stands by compari- 
son with the more highly publicised tourist 
countries. These figures are taken from the 
report of the Commission on Tourism of the 
Organisation for European Economic Co-opera- 
tion, published on 31st December 1952. When 
the value of the internal traffic is added to 
Ireland’s external traffic the figures will be found 
most impressive. 


It is inevitable that such tourist traffic should be 
served by a prosperous and ever expanding 
hotel industry and there is an enormous market 
and demand for catering equipment. 


Cover this profitable 
market through— 


The Hotel Trade’s own Monthly Maga- 
zine and official organ of the Trish 
Hotels Federation and of the Dublin 
Hotels and Restaurants Assoctation. 


CENtral 8209 
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I want to contact 
the MEDICAL PROFESSION 
in Ireland... 


HOW CAN I DO THIS QUICKLY 
AND ECONOMICALLY ? 


These 


answer, 


Parkside 


They put you in touch with specialists, general 


three Press 


publications provide the 


practitioners, dentists, ophthalmists, medical staffs of 


hospitals, administrative staffs, managements, Department 
of Health officials —everyone, in fact, from Government 


level to nurse in the Trish medical world. 


The official 
Academy of 
Read by 


Associates 


Royal 
Ireland 
Fellows 


organ of the 
Medicine in 


IRISH 
JOURNAL 
OF 
MEDICAL 
SCIENCE 


Academicians, 
and Student members 
of the Academy; by doctors hold 
ing Government 
Authority 
General 


and Local 
appointments, by 
Practitioners; copies are 
also in hospitals, clinics, libraries, 
association offices, universities, etc. 
Specimen copy, circulation 
and rates on application 


data 
MONTHLY 


Read by the people responsible for 
the administration, management 
and maintenance of — Ireland's 
hospitals and institutions adminis- 
trators, registrars, comptrollers, 
superintendents, executive — staff 
members, members of Boards of 
Governors, members of Medical 
Committees, hospital and institu- 
tion secretaries, house surgeons, 
laboratory assistants, pharmacists, 
Reverend Matrons, matrons, 
almoners, senior nurses, mainten- 
ance staff. Specimen copy, folder 
and rates On application, 


THE 
IRISH 
HOSPITAL 


MONTHLY 


IRISH 
MEDICAL 
DIRECTORY 
AND 
HOSPITAL 
YEAR - BOOK 


The authoritative medical reference 
book for all Ireland The indis 
desk companion — of 
general 


pensable 
specialists, practitioners, 
dental surgeons, hospitals, clinies, 
and Local Authority 

everyone in) fact Whose 
s associated with hospitals 
Folder 


giving rates, specimen pages, adver 


Government 
officials 
work 

and the medical profession 
tisers, efte.. on application 
ANNUALLY 


THE PARKSIDE PRESS LTD, 43 PARKGATE STREET, DUBLIN 


LONDON ADVERTISEMENT OFFICE : 15 CHARTERHOUSE STREET, E.C.1 Holborn 8655.6 
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A religious paper goes 
into every home 


BY A SPECIAL CORRESPONDENT 


MPYHE advertiser of consumer 
: goods would be well ad- 
vised to take a look at the 
religious press of Ireland. Here 
he will find some of the largest 
circulation periodicals in’ the 
country, giving nation-wide 
coverage, and at a very low 
rate per thousand. 

He will find that the religious 
press in Ireland is a living force 
that knits together the whole 
nation in ties of common interest, 
that there is hardly an Irish home 
in which one or more 
publication jis not read every 
week He will realise that the 
influence of the religious press on 
the Irish people cannot be ignored 
by him as 


religious 


in search 
of an economical method of con 
tacting the largest number of 
Irish consumers 

Many of the magazines are 
handled by clerics or by people 
with scanty knowledge of the ad 
vertising Consequently 
little has been done to bring the 
claims of these magazines to the 
attention of and ad 
vertising agents, and many adver 
have but a vague 
notion that such magazines exist, 
or of their worth 

This does not, of course, ap 
ply to the weeklies, nor to some 
of the others, which carry quite 
an appreciable volume of adver 
tising; but to those journals 
which apparently are content to 
fill a few pages, mostl) with local 

smalls.” 

This lack of definite space sell 
ing, together with the prominence 
of the smal! local advertisements, 
and the absence of the big adver- 
tiser, has led many people to 
presume that the magazines merit 
no Place on schedules for con 
sumer goods advertising 

On closer examination, 


in advertiser 


business 


advertisers 


tising people 


how 


ever, it will be found that in most 
cases circulations are good. that 
the magazines have a wide and 
loyal family readership 

[hese are the leading journals 


Catholic 
Weekly: Jrish Catholic; The 
Standard, 

Monthly: Africa; African Mis 
sionary; Annals of Our Lady of 
the Sacred Heart; Assisi; The 
Brief; The Catholic; Caritas; 
Christus Rex; The Cross; Far 
Last; Father Mathew Record; 
The Furrow; Hibernia; — Irish 
Lcclesiastical Record; trish 
Monthly; Little Flower Monthly; 
Madonna; Maria Legionis; Mes- 
senger of the Sacred Heart; Mis- 
sionary Annals; Pioneer; — St. 
Anthony's Annals; Virgo Potens; 
Whitefriars. 

Bi-monthly: 
Irish Rosary; 
Record. 

Quarterly: 
Quarterly; 
Studies. 

Annual: Capuchin Annual, 
Irish) Catholic Directory; Trish 
Jesuit’ Directory & Year Book 


Protestant 

Weekly: Church of Ireland 
Gazette; Trish Congregational 
Magazine. 

Monthly: 
Monthly. 

Annual: 
Directory. 


Presbyterian 
Monthly: Abbey Magazine; 
Presbyterian Herald. 
Jewish 


Monthly: Halapid (The Jewish 
Torch). 


African Rosary 
The Redemptorist 


Catholic 
Good 


Truth 
ounsel; 


Church of lreland 


Church of Ireland 


Evangelistic 
Weekly: /rish Christian Advo 


cale 


@ Continued from page 12 


£197,000 a year on trade press 


monthly Jrish Farmers’ Journal), 
ind Muintir na Tire (who publish 
the monthly Landmark and the 
annual Rural Ireland) are giving 
a Valuable lead in directing crits 
cal attention in their journals to 
all available mechanical means 
of increasing production. 

Ihe number of private and 
commercal vehicles on Irish 
roads showed another big increase 
last Vear, and there is no sign that 
the peak in car sales is vet in 
sight All British models are 
available here, as well as the 
Ford, the Volkswagen and a 
Variety of continental and Ameri 
can cars. New garages have been 
built to cope with this return to 
“happy motorine” and existing 


varages have been modernised 


and extended. Sales of petrol, 
oils, spares and service were never 
so satisfactory, and the trade in 
general is prosperous. To reach 
this expanding market the adver 
tiser has two monthly trade 
journals: Trish Motor Trader 
(official organ of the Society of 
Irish Motor Traders) and Jrish 
Motor Trade Journal 

The Irish Journal of Hygiene 
A Sanitation puts the advertiser 
in touch with the some 400 in- 
spectors Who implement — the 
Regulations and with the manu- 
facturers and retailers who read 
the Journal to keep informed of 
technical developments, new tech- 
niques, materials, products and 
services, and = with © statutory 
requirements 
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HiS is the symbol of An Tostal— 


Ireland at Hlome—which was designed 


in our studio. We also designed the 


official Tostal Poster and Flag. 


SUN ADVERTISING 


Sun Advertising Limited, Grafton Street, Dublin. 


Tim O'Neill, Managing Director. 
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In Ireland 


Janus 


are privileged to handle the advertising for the 
following British and International products: 


AGFA CAMERAS 
BETTY BARCLAY OF CALIFORNIA FROCKS 
BUSH RADIO 
BEAR BRAND STOCKINGS 
CLARKS SHOES 
ELSWICK AND HOPPER BICYCLES 
HOHNER MUSICAL INSTRUMENTS 
VIYELLA AND CLYDELLA FABRICS 
KELVINATOR REFRIGERATORS 
PERMINEX INSECTICIDE 
rUDOR WATCHES 
RONSON LIGHTERS 
REMINGTON SHAVERS 


If you are interested in the Irish market, let us 
know. We shall be delighted to call on you 

we are frequently in London to see our clients 
and our friends in the agencies. 


Janus Limited 
Advertising 
67 Middle Abbey St. Dublin 


R. V. Wilks, St. Mary’s Chambers, 
TEMple Bar 6357 


London representative 
l6la- 166 Strand W.C 
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POSTERS —and no 


Planning Act 


| [ve Republic of Ireland is 

regarded by the Irish 
| people and by its visitors as a 
land abounding in natural 
beauty, and for that reason 
poster advertising facilities are 
in the main restricted to the 


cities and towns and _ their 
immediate outskirts. 
The advertising contractors 


have taken great care to see that 
the panels erected do not offend 
amenity and there is little, if any, 
conflict between the local 
authorities and contractors 
| throughout the country. The 
latter realise that advertising 
which offends amenity is bad 
advertising. As a consequence, 
the visitor to the Republic, while 
being left free to enjoy the 
natural beauty of the country- 
side, is continuously reminded of 
the commodities available in the 
well stocked town shops. 

Sites are well chosen, carefully 
planned and fully developed. 
Structures are modern in design 
| and are maintained in a first-class 
state of repair. Unlimited sup- 
| plies of all materials are available 
to contractors, and there are no 
limits to the amounts which may 
be spent in erection, development 
or maintenance. Most structures 
ure metal faced, all are panelled 

In the early days of poster ad- 
vertising there was a tendency on 
the part of contractors to pride 
themselves in having large poster 
hoardings, but with the modern 
trend the large type of site has 
been removed or altered. Sites 
throughout the country conform 
tu the rigorous standards en- 
| forced in the industry as a whole. 


j 


The Regulations under the 
British Town and Country Plan- 
ning Act do not, of course. apply 
in Ireland, but, nevertheless, local 
authorities possess sufficient 
powers to ensure that any struc- 
tures erected do not constitute a 


Peat fired generating 


By A. J. GAIRN, Dublin Manager, 


Electrical developments are changing the character of the Irish market 
stations—like 
utilising natural resources to produce power. 


David Allen & Sons Ltd. 


danger to the public and do not 
seriously offend the amenities of 
the district. 

Facilities for the displaying of 
posters exist in all the main cities 
and towns of the Republic in- 
cluding Dublin, Cork, Limerick, 


Waterford, Dundalk, and 
Drogheda. Contractors are busily 
engaged in the development of 
new sites throughout the country, 
keeping pace with the growing 
demand for sites in built-up areas 
of the expanding cities and 
towns. 

Production of posters, either 
by lithography, movable type 
or silk screen is in step with pro- 


duction methods adopted in 
Great Britain. 

The best criterion of the 
efficiency and effectiveness of 


any advertising medium is the 
use made of it by local adver- 
tisers. A glance at the hoardings 
in the Republic is sufficient to 
show that the Irish manufacturer 
is well aware of their pulling 
power. 

The Republic qualifies as an 
export market for the British 
manufacturer and offers a good 
opportunity to the British ad- 
vertiser. Through the medium 
of poster advertising he not 
only advertises his product to 
the home market but, in addi- 
tion, the circulation of his ad- 
vertising embraces the many 
thousands of his compatriots 
who annually visit lreland. 
For the advertiser using small 

posters advertising such things 
as concerts, auctions, and exhibi- 
tions, there are public informa- 
tion panels. These panels are 
generally placed in stands out- 
side shops or in similar prominent 
positions. 

Poster advertising in the 
Republic of Ireland offers to the 
advertiser and the public a ser- 
vice which compares favourably 
with any similar services oper- 
ated elsewhere. 
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HE ADVERTISER WHO THINKS HE IS COVERING 
IRELAND should consider that over two-thirds of 
Ireland’s population lives in the county towns, villages and 
rural districts. Two-thirds of the Irish market can be 
effectively reached only by using the Irish provincial weekly 
Newspapers. These newspapers report all the activities of the 
Social, Political, Cultural, Sporting, Local 
Bodies, Societies, Courts, etc.—as well as giving summaries 
of world news. And no newspapers in the world are 
thoroughly or so closely read. 


areas they cover 


so 


RETLAUWD 2 


Every member of a family in the towns and rural areas of 
Ireland reads the local weekly, including the advertisements, 
and discusses what they have read in the home and in their 
clubs and societies. Every copy has a life of at least a week 

and then is often sent to some member of the family living 
away from home. Over and over again advertisers have 
found that in Ireland the Provincial Weekly Newspapers yield 
a higher percentage profit on the outlay on advertising than 
any other ‘form of publicity. Advertising in the Provincial 
Weeklies Pays. 


Two-thirds of Ireland can be reached only by 


IRISH PROVINCIAL NEWSPAPERS | 


EAD by the members of the 


Health Inspectors’ Associa- 
tion of Ireland, the men who 
enforce the laws covering environ- 
mental sanitation. The Health 
Inspector's duties are numerous 
and varied, involving chiefly the 
recommendation or approval of 
equipment, products and services 
which fulfil minimum statutory 
requirements. Readership includes 
also manufacturers, distributors 
and retailers. 


The Irish Journal of 


HYGIENE 
SANITATION 


is a valuable medium 
for advertising 
Sanitary Equipment 
Disinfectants 
Insecticides 
Hygienic Aids, 
and the Equipment 
necessary in complying 
with the new Food 
Hygiene Regulations. 


Issuc d by 


To reach | 


ENGINEERS 


in Treland...' 


This important journal caters for 
all engineering groups in Ireland 


-Mechanical, Electrical and 
Civil. The men who requisition, 
recommend and _ order the 


millions of pounds worth of 
equipment needed each year to 
maintain Ireland’s development 
in building and construction are 
the men who read the IrIsu 
ENGINEERING JOURNAL. You can 
influence their decisions by ad- 
vertising to them regularly in this 
authoritative journal, written and 
edited by engineers for engineers. 


use the 


IRISH 
ENGINEERING 


THE PARKSIDE PRESS LIMITED, 


43 PARKGATE STREET, DUBLIN | 


JOURNAL 


Associated Irish Newspapers, Dame House, 


Ireland Supplement—-ADVERTISER’S WEEKLY 


Dame Street, Dublin 


INDUSTRIAL CREDIT 


(COMPANY, LIMITED 


Authorised Capital . . . 
Subscribed Capital . . . 
Paid-Up Capital . . . . 


£5,000,000 
£2,000,000 
£1,500,000 


CAPITAL UNDERWRITING 
AND GENERAL 
INDUSTRIAL FINANCING 


Offices : 
9 LEINSTER STREET, DUBLIN, C.I7 
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PUT YOUR 
MESSAGE WHERE 


reland 


WILL SEE IT! 


The best form of advertising in lreland--the way to reach the greatest number of 
people for the smallest outlayOutdoor Advertising on the nationwide vehicles 
and sites of Coras lompair Eireann, Ireland's National Transport System. 


Positions are available on: Dublin and Provincial Buses, Road and Bridge Sites, 
Railway Stations and Canals. 


Painted Boards, Flood Lighting and Neon Signs. Special quotations for Painted 
Boards. Rates may be had on application for Solus Positions, Flood Lighting and 
Neon Sign Displays. 

Transport Subsidiary will also design and 

print posters for advertisers. Write for 

descriptive booklet and rates schedule 

to: The Manager, 


7 i, 
‘i 
Ma 


TRANSPORT SUBSIDIARY LTD. 


59 UPPER O'CONNELL STREET, DUBLIN 


Telephone: Dublin 463017 Telegrams: Transport, Dublin 
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How the first screen survey revealed 


| the rapid expansion of 

market research and pub- 
lic Opinion surveys since the 
end of the war no one (at least 
until September 1952) seems to 
have thought seriously about 
the possibility of applying 
these modern and now com- 
monplace techniques to the 
Republic of Ireland. 

There are dozens, possibly 
even hundreds of reports on sur- 
veys carried out in other parts of 
the world which seem, on the 
face of it, a good deal more 
remote and undeveloped 
Mexico, Venezuela, Lebanon, 
Egypt. India. The omission of 
Ireland from the long roster 
of countries which have been 
touched (if not covered) by mar- 
ket research is all the more re- 
markable when one realises that 
here is a population of almost 
three million people whose stan- 
dards of living are above the 
average for Western Europe and 
whose average family consumes, 
each week, goods and services to 
the value of £10 

The mystery is deepened by 
even a few days visit to Ireland. 
All the usual media of adver- 
tising are available to the 
manufacturer press, radio, 
cinema, posters, and the shops 
are stocked with branded goods 
— many of them familiar on 
this side of the channel as 
emanating from firms who have 
long and widely used market 
and media research — Rinso, 
Shell, Batchelors Soup, Bryl- 
creem, Max Factor, Cadbury, 
Palmolive, Vaseline, 


New ground 


However, there was no blink 
ing the facts. When, last Sep- 
tember, Research Services Ltd 
were asked by Cinema & Genera! 
Publicity Ltd. to carry out a sur- 
vey in Ireland, one of the first 
things we did was to inquire 
widely about other people’s ex- 
perience in the same field. The 
answers were practically uniform 

nothing had been done and 


cinema audience strength 


probably nothing could be done. 


This defeatism rested on two 
generalisations (they turned out 
to be myths); ordinary Irish citi- 
zens would not answer the ques- 
tions of strangers; those who did 
answer, would exaggerate wildly 
their consumption of any goods 
and services in which the inter- 
viewers showed an interest 

At the beginning of November 
David Pickard and | were in 
stalled in Dublin. We quickly 
made three heartening discover- 
ies: that various departments of 
the Irish Government had carried 
out sample surveys and the inter- 
viewers, long experienced in this 
work, were scattered throughout 
Ireland; that in the published 
Census reports there existed all 
the information one needed for 
designing a good guota sample: 
and that there were sufficient 
official statistics available on con- 
sumption and expenditure to 
check the reliability of any infor- 
mation collected by the interview 
method 


2,500 sample 


From that point on everything 
was more or less plain sailing. 
Ihirteen young women” with 
suitable rescarch experience and 
sound references were  inter- 
viewed, engaged, briefed and 
trained, all but-one were univer- 
sity graduates and their home 
towns were as far apart as Dublin 
and Limerick, Tipperary and 
Donegal. A sample of 2,500 was 
designed in terms of sex, age, 
area, occupation, industrial status 
ete. to represent the total popula- 
tion aged 16 and over. 

The questionnaire was tried 
out in Cork and Dublin, amended 
slightly and then field work 
proper started. Since we were so 
close to Christmas, and since the 
holiday might disturb people's 
normal behaviour, it was decided 
to divide the interviewing into 
two equal parts 1,250 to be 


completed in the first two weeks 
of December, and 1,250 in the 
last two weeks of January 1953 
Our head of supervisors moved 


from London to Dublin and from 
Start to finish kent close to the 
Irish interviewers and their work 
as it came in. 


Travel problems 


Ihe interviewers themselves 
seemed to have enjoyed the work 
and their letters to the home 
office helped us to understand 
and appreciate some of the dis 
tinctive characteristics of — the 
country. There is nothing like 
reports from the field for making 
the comfortable armchair opera- 
tors in the home office feel 
guilty: they also carry the assur 
ance that something real and 
vital and highly useful is being 
done. The sense of guilt is easy 
to explain December and 
January are not Ireland's best 
weather months, and outside the 
few larger towns travelling con 
ditions can be very discouraging 
even at the best of times: bus ser- 
vices are few and seattered, and 
the tired interviewer plodding 
through Clare and Galway has 
little Opportunity for stopping at 
4a warming restaurant for tea and 
toast 

Reports were almost unani 
mous about transport and 
weather difficulties. One inter 
viewer, when asked if she could 
make daily trips from Longford 
to reach some villages fifteen 
miles away, replied ‘Yes, | 
could get there and back daily al! 
right, but of course there 
wouldn't be any time in between 
for interviewing.” 

Anofher wrote from Mayo 
“The Irish expression is “Mayo 
God help us,’ and we mean it. | 
missed two connections on the 
way down due to very heavy fog 
; the only mode of transport 
that would be in any way prac 
tical would be a helicopter. You 
can easily travel miles and miles 
and not see a house, and the bus 
service its incredible. How 
ever, ve got my hands on a car 
and travelled nearly a hundred 
miles to-day. For the next few 
days I intend to drive and stay 
wherever I finish PS. | forgot 

the roads!” 


By Dr. MARK ABRAMS, managing director, 


Research Services Ltd. 


And another from a village in 
County Longford: “Il hope you 
received my letter stating that the 
weather conditions were not too 
favourable. I could not get out 
to the surrounding farms on 
Monday, Tuesday or Wednesday 
because of rain, fog and snow. On 
Thursday | ventured forth but 
after about two hours’ work 1 
was drenched.” 

From Donegal: “There has 
been a heavy fall of snow here 

most of the lanes up to the 
farmhouses were blocked by snow 
drifts.” 

But the one that really set us 
thinking hard came from Gal 
way: “It is going rather slowly as 
| have had to walk many miles 
some days. The people are very 
friendly and kind. It's the land 
of red petticoats and shawls 
They all have great difficulty in 
thinking of the ages and number 
of children in their homes and 
even of the adults the men 
especially never seem to know the 
ages of their children or of them- 
selves sometimes ... One man in 
a small place yesterday sent out 
the local shopkeeper after me to 
act as match-maker. The shop 
keeper explained that the man 
came of decent people.” 


Friendly people 


There was one other note of 
unanimity- “the people are very 
friendly and kind.” Our London 
chief of supervisors went out 
checking on interviews and re 
ported: “Almost invariably | was 
invited into the house a gesture 
which is comparatively rare in 
England. This, of course, brought 
with it increased difficulties in 
getting away.” In the jargon of 
research “reception by respon 
dents was excellent and rapport 
was easily established.” 

Once the physical difficulties 
had heen surmounted there was 
very little trouble in getting a 
representative sample of Trish 
people to answer questions put 
to them by straneers about 
their consumption habity and 


@ Continued overleaf 
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ADVERTISER'S WEPKLY- 


Ireland Supplement 


WOMANS UE 


WOMAN’S | 
LIFE 
DUBLIN... 


@ has by far the largest 
circulation of any Irish 
woman's magazine. 


@ is the only one with an 
A.B.C. certificate to prove 
its claims. Over 21,000 
copies per issue. 

@ has been tried and 
proved by international 


advertisers who use it 
regularly. 


‘ RATES ON 
: Mad APPLICATION 


Managers for Great Britain : 


NATIONAL ADVERTISING REPRESENTATIVES 
131 FLEET STREET, LONDON, €E.C.4 
Telephone : CENtral 3754, 1960, 3133 


LTD. 


(50 Years Strong) 


ABC CERTIFIED AVERAGE FORT- 
NIGHTLY NET SALES JULY-DEC. 1952 


39,619 


20 


@ Continue. from previous page 


Film survey 


leisure activities. 

The interview started off with 
a series of questions dealing with 
the respondent's cinema atten- 
dances. (In addition, housewives 
were asked about the cinema 
attendances of their children.) 
The findings on these points are 
reported in Cinema & General] 
Publicity Ltd.'s publication “The 
Irish Audience for Screen Adver- 
tising,”” and some of them are re 
produced here. 

The general background should 
be borne in mind. Throughout 
the Republic of Ireland there are 
283 cinemas showing standard 35 
mm. films. (In addition there are 
some 520 commercial shows 
given each week on mobile and 
static 16 mm. screens; they sell 
approximately 85,000 admissions 
weekly but they have been 
ignored in this article.) 

The few very big cinemas are 
concentrated in Dublin, but the 
really typical Irish cinema is an 
entirely different affair. It has a 
seating capacity of less than 600, 
it rarely offers more than 8 show- 
ings a week and its environment 
is a small town with a population 
of less than 5,000 people in- 
cluding its agricultural hinterland, 

The survey suggests that, be- 
tween them, these 283 “standard” 
cinemas sell almost one million 
admissions each week (to a total 
population of three million 
people). Since these 283 cinemas 
have a total weekly capacity (i.e 
shows x seats) of 2,365,000 it ap 
pears that the ratio of admissions 
to capacity is 41 per cent 
appreciably higher than in Great 
Britain 

Children under 16 years of age 
account for 13 per cent of these 
admissions which means that 
840,000 tickets are sold cach week 
to the 2,090.00 adults (i.e. people 
aged 16 or more) and that means 
a ratio of forty admissions per 
hundred adults each week. Table 
I sets out the answers we received 
to the question: “How often these 
days do you go to the cinema?” 
Since comparisons are often an 
aid to comprehension we have 
set out also the answers received 
to the same question in a recent 
survey in Great Britain, 


I FREQUENCY OF CINEMA- 
GOING BY ADULTS 


London Representatives : 
W. H. Young & Co., 
177-178 Fleet Street 


slut 


Published : 39 Lower Ormond Quay, Dublin 


A POWER OF GOOD 


Printed by “‘ The People’’ Newspapers Ltd., Wexford 


ml 


Great 


Ireland| Britain 


[Twice a week or more! 
Once a week 

Once a fortnight 

Once a month 

Less than once a month 22 
Never 3 


Total 100-0 | 


These figures will probably 
come as a considerable surprise. 
They indicate that in pre- 
dominantly rural Ireland the 
regular weekly visit to standard 
size cinemas is almost as wide- 
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spread a social habit as in pre- 

dominantly industrial Britain. 

In both countries roughly one- 

third of all adults are regular 

weekly or twice weekly patrons. 

The biggest difference between 

the two populations is the size 

of the segment that never goes 
to the pictures—32 per cent in 

Ireland as compared with 22 

per cent in Britain. 

We were, of course, aware of 
the possibility that total figures 
for Ireland as a whole might 
hide considerable differences be- 
tween, say, Dublin and its neigh 
bours on the one hand, and Kerry 
and its neighbours on the other 
hand. We, therefore, divided our 
sample into two regional groups 
One, which we have called 
Greater Dublin, is made up of 
seven eastern counties -- Dublin, 
Louth, Monaghan, Cavan, Kil- 
dare, Meath, Wicklow. At the 
1951 Census these seven between 
them had 36 per cent of Ireland's 
population living at an average 
density of 256 persons per square 
mile. In our second region 
“Rest of Ireland’—-there was 64 
per cent of the total population 
living at 83 persons per square 
mile. It might help English 
readers to know that this differ- 
ence in densities of population 
per square mile is much the 
same as they would find be- 
tween Northamptonshire (com- 
parable with Greater Dublin) and 
Westmorland. 

The results, on the principal 
question, for these two regions 
are shown in Table II. 


It -— FREQUENCY OF ADULT 
CINEMA-GOING IN TWO 
REGIONS 


| Greater' Rest of 
| Dublin | Ireland 


[wice a week or more| 1 
Once a week 

Once a fortnight | 
Once a month | 
‘ess than once a month} 
Never 


Total 100-0 


Perhaps the most. striking 
feature of this table is not that 
there are differences between th 
two regions, but that the diffe 
ences are so small. Even in t! 
Rest of Ireland, where towns a 
few and small and where t! 
population is widely and thinty 
scattered, it is found that 26 per 
cent of all adults are members of 
“standard” cinema audiences 
every week. 

Again, the English reader may 
be helped by some local com 
parisons; the rate of cinema- 
going is much the same in Greater 
Dublin as it is in Lancashire and 
Cheshire, and much the same in 
the Rest of Ireland as it is in 
Leicestershire and Lincolnshire. 

In short, whatever differences 
there may be between the Irish 
and the English, the pattern of 
cinema-going is not one of them. 
At least, not at the moment; it 
may, however, become a differ- 
ence since cinema admissions are 
falling in Britain, but they are 
rising steadily in Ireland. 
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Ireland Supplement—ADVERTISER'S WEEKLY 


le x| 


THE 


SOUTHERN 
STAR 


Leading IRISH Weekly 
* 


Covering 


CORK CITY and COUNTY 


(one-fifth of the Republic of Ireland) 


* 
Certified A.B.C. Circulation 


HEAD OFFICE : 
THE SOUTHERN STAR 
Skibbereen 


LONDON OFFICE : 
115 High Holborn, London, W.C.1 
Tel.: Chancery 8752 


* 


Ireland’s Premier 


Social Monthly 


Established 1800 
PUBLISHED Ist EACH MONTH 
As “indispensable” tor top-grade results 
in the Irish market—all Ireland coverage. 
Exclusive articles by acknowledged experts 
on Art, Fashions, Beauty, Hunting, Racing, 
Motoring, Golf, Theatre and all current 


Social and Sporting Events. 


Lavishly Illustrated 
Ask for specimen copy and rates 


The Advertisement Manager Publishers: 


“Irish Tatler & Sketch,” Wilson, Hartnell & Co. Ltd., 
Commercial Buildings, Dublin Dublin 


*Phone : 78551 "Grams: Hartnell, Dublin 


Ireland’s 
largest and 
most widely read 
farming paper 


CER TIEFLE 
CIRCULATION 


The really worth-while 
Advertising medium 


THE IRISH 


FARMER'S 
JOURNAL 


6 MOUNT ST. CRESCENT 
DUBLIN Pion: 


61085/67123 


—— 


, 


| 


mésoenTbm wrrKLY NEWSPAPER | 


STANDARD 


A.B.C. Circulation 


NATIONAL CATHOLI( 


The National | 
Catholic Weekly 
for 


National Advertisers | 


Ixclusive news stories and pictures 
of Catholic and family interest. 
Articles on social and economic 
affairs with special reference to 
the great agricultural communities. 
Latest A.B.C. figures, specimen 
copies and rates will be sent on 
request, 


+ 


STANDARD HOUSE, 12-13 Pearse Street, 


Phone : 77316 (4 lines) 


Dublin 
Grams: Aquila, Dublin 
London Kepresentative : Dennis W. Mayes 
69 Fleet Street, London, E.CA. Central 4447 
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ADVERTISER'S WEEKLY 


Ireland) Supplement 


EXPORT BY ALL MEANS, BUT— 


Don’t Export 


lf you can't Advertise 


Irish hardware and allied traders like to buy goods 


they see advertised. 


lf you are interested in 


exporting to the prosperous Irish market, an 


advertising campaign in the ‘‘H.A.T.,’ 


will bring 


business when you are really in need of it. 


“THE IRISH HARDWARE 
& ALLIED TRADER” 


Edited and published monthly (15th) by the proprietors : 
J. G. McCaul and T. D. Spillane, from 


7 & 8 BACHELOR’S WALK, DUBLIN 


LONDON: 80 FLEET STREET (Jack Robson) Central 4438 
MANCHESTER: 89 MOSLEY STREET 


The No.l 
Voice of Tio 
Counties 


We only claim the largest 
circulation of any 
Newspaper in two counties 
namely 


SLIGO 


“THE SLIGO CHAMPION” 


and 


DONEGAL 


“THE PEOPLES PRESS” 


Two entirely different 
Newspapers with an attractive 
Group Rate. 


THE CHAMPION 


PUBLICATIONS LTD. 
WINE STREET, SLIGO * Phone 33 
Branch— 


LIFFORD, CO. DONEGAL ‘Phone [5 
LONDON, 92 FLEET ST. Cen. 8209 


THE 
“FARMERS 
GALETTE” 


(Established 1842) 


IRELAND’S 


leading weekly 
FARMING JOURNAL 


Read by Ireland's farmers and 
stockbreeders for the latest 
news and information on Irish 
farming. 


Used by leading advertisers to 
obtain effective coverage of the 
valuable Irish farming market. 


Specimen copy and advertise 


ment rate card on request. 


Head Office : 
179 PEARSE ST., DUBLIN 
Telegrams ; ‘* Farmers Gazette,’’ Dublin 
Telephone > Dublin 73236 

London Office : 
69 FLEET STREET, E.C.4 


Telephone ; Central 5453 


Do’s and don’ts for 


in ireland 


M Y friend Kevin, who sells 

stationery and office fur- 
niture grinned mockingly as he 
showed me the makings of a 
window display sent him by 
one of his English suppliers 
Based on the Coronation, it 
contained emblems — which, 
though dear to the patriotic 
Londoner, were inappropriate 
to Dublin. 

“Will you people 
that we're a nation 
and a Republic at 
Kevin, rhetorically 
want my windows 


learn 
dgain, 
that?” asked 

“Do the, 
smashed?’ 

He may have been exaggerating 
about the smashing, and he was 
more amused than annoyed, but 
he certainly had a point there 
The incident ts one example, and 
1 could quote others, of the way 
British business sometimes gets 
the Irish wrong, by regarding 
their country as part of the 
English provinces. So strongly is 
this attitude resented that the 
words “British Isles.” in an en 
thusiastic article | wrote shortly 
after coming to live here, was 
blue-pencilled by an Irish editor 
as likely to give political offence 
“These islands” is the neutral 
term commonly used 

It was another Irish friend of 
mine who, when I told him I was 
writing a piece about advertising 
and selling to the Irish, roundly 
declared that the problem was no 
different from selling to the Eng 
lish True enough, in a sense 
But you don't sell to the English 
with advertisements written for 
the French or the Americans 

Positive advice on selling to 
any of them would no doubt be 
much the same, since we all have 
similar needs and instincts. It’s 
the don'ts that are different. In 
the case of the Irish (as with 


never 
once 


those other peoples mentioned) 
you must take into account the 
fact that they're a separate 


nation, under a different govern 
ment, with a different form of 
state and differences in outlook 
and way of life 


REMEMBER THEIR 
RELIGION 


That the vast majority, unlike 
the majority of the English, go to 
Mass every Sunday may not 
Strike the advertiser as having 
much to do with him. But an 
ageney handling a sponsored 
programme broadcast of Radio 
Eireann during Lent found out 
that it had slipped badly in using 
a script that made a prominent 
Abbey actor eat a large meat 
meal on Ash Wednesday. Lis 
teners wrote in threatening to 
boycott the goods and the pro 
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ads. 


1933 


By RUSHWORTH FOGG 


gramme. Perhaps others 
annoyed without writing in 

Those who regard Sabbatarian- 
ism a8 a Protestant phenomenon 
may be surprised to learn that 
digging the garden or allotmeat 
(unnecessary “servile” work) on 
a Sunday is looked at askance in 
Catholic Ireland. It’s the kind of 
thing one might unwittingly refer 
to in copy. 

Again, near-nudity in illustra- 
tions is not regarded with favour 
Irish papers would reject some 
that appear in English publica 
tions. It should not be forgotten 
that importation of the largest- 
circulation English Sunday paper 
and the largest-circulation daily 
are both prohibited here by the 
Censorship Board 

Many references in 
vertisements are 


were 


British ad- 
lost on the aver- 
age Irishman. “Austerity” ts only 
a word to a country that was 
never better fed and spreads but 
ter thickly on its bread. The 
psychological effect must also be 
borne in mind of the fact that 
welfare state provisions apply in 
the Republic only to the lowest- 
income strata of the population 


NOT. CRICKET! 
English summertime 
ing frequently 


advertis 
features cricket 
The game is of no interest to 
most Irishmen, who don't know 
the names of its” players and 
don't understand its technical 
terms. Soccer is also a minority 
game 

Rugby is tremendously popu- 
and tremendously unpopu 


! ‘To those who play Gaelic 


lar 
lar 
Just keep 


smiling... {< 


ae 


and RELAX witha 


RHODIAN 


CIGARETTE 
Ned fo © Nes Deel 


This advertisement) (from an 
English paper) would be wrone 
for lreland; (a) hecause it's not 
the thing for the paterfamilias to 
wheel the pram and (bh) because 
in a country of large families it's 
not considered good form to make 
a joke of them 
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Football, rugby is one of those 
foreign games subject to what is 
known as The Ban. The Gaelic 
Athletic Association, which has 
the largest membership of any 
organisation in the country and 
controls Gaelic football, hurling 


and camogie. expels members 
caught playing rugby, hockey 
and other alien pastimes 


Racing is safe enough, though. 
even if there has been some con 
troversy over the Irish National! 
Stud spending £250,000 on Tul 
yar. Off-the-course cash betting 
is legal and almost universally 
indulged in, but football pools 
are against the law 

English words sometimes have 


different meanings or shades of 
meaning in Ireland. “Even- 
ing’ means “afternoon.”  Be- 
cause in a smaller country 
things are on a smaller scale, 
“industry” can mean a single fac 
tory. “town” a few shops, a 


church and a pub, with a “fair 
(horse or cattle market). “Vil 
lage” is a foreign-sounding term, 
and villages in the English 
of small self-contained 
munities hardly exist 


OVERSEAS LINKS 


600,000 of 
the 26 


sense 
com> 


the 

Counties 
Dublin 
the rest of the 


three 
ure 
conur- 


Though 
million in 
crowded into the 
bation, most of 
population are scattered very 
thinly over the countryside, on 
small farms. The small farmer ts 
the backbone of the country 
That is a background quite dif 
ferent from the industrial-town- 


THE 
KILKENNY 
PEOPLE 


AN A.B.C, PAPER 


Has proved itself the 
outstanding advertising 
medium in this important 
agricultural and industrial 
area, covering as it does 
the whole of County 
Kilkenny and portions of 
Tipperary, Leix, Water- 
ford, Wexford and Carlow. 
Published every Friday 
Price 3d. 


ALSO 


THE POST 


Out every Wednesday evening 
Price 1). 


E. M. Keane 
Managing Director 
KILKENNY PEOPLE LTD. 
Kilkenny 
Phone: Kilkenny 15 


london Agents 
HUSEY & CO. 

92 Fleet Street 
Phone Central 8209 
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COPY ‘TIPS’ 


ee eeenee 


; 

° 

sIrish families are big by: 
sEnelish standards a a 
= Dubliners are the world’s: 
~ $ 
champion film fans. ... Dane-s 
ing’s popular, too, and tiny’ 
a : 

country places have ball-s 


rooms Nearly everybody: 
listens in to the B.B.C. and: 
Anows its stars as well as vou’ 
lo, . The history they: 
learned at school was different, 
ind many of England's heroes: 
are treland’s villains. 
Brogue (they'll tell you) isn't: 
an Irish accent -it's Trish fors 
show Less science is: 
taught in the schools than ing 
Britain, so copywriters’ scien-: 
tific jargon frequently misses: 
the mark. . The husband's: 
much oftener lord and masters 
sin the home than in England; 
sand doesn't so often help with: 
tthe washing up... . Whiskey's? 
sspelt with an “e"’, and the: 
*remperance movements strong? 
and very touchy... . : 


POU TUTTO U ETI 
eee 


centred English one 

But it must not be supposed 
that a rural and agricultural pre- 
dominance makes for a complete 
lack of sophistication. Emigra- 
tion. in so many ways the curse 
of the country, puts dwellers on 
isolated farms in touch with the 
wider world in a way unusual for 
the English countryman, Nearly 
everybody has relations across 
the Atlantic. More Irish than 
British people see United States 
newspapers and magazines. Pil- 
grimages to Lourdes and Rome 
help to make the Irish a more- 
travelled people than most 

If some home-produced adver 
tising in the Irish papers looks 
“corny” to the London agency 
man, it may be that he «s provin 
cial-minded in the sense of 
mistaking local rules for eternal 
iaws. ‘The style of humour of the 
Odearest mattress ads, with their 
limericks and = caricatures, the 
atrocious puns of the Gateaux 
cakes strips both violate the doc- 
trine that humour doesn't sell 


BEWARE OF STAGE- 
‘IRISHISM’ 


Once the advertiser realises 
that the Irish market requires a 
different approach, he has made 
some progress, but is not yet out 
of the wood. He can fall into 
the error at the opposite extreme 
from his previous one and make 
his copy too “Irish.” 

English ideas of Ireland annoy 
the Irish. They particularly dis 


like what thev call the Stage 
Irishman, who says “Begorrah™ 
(a word never heard in_ this 


country) and starts every sentence 
with “Shure.” 

Irish-Americans may like lots 
of greenery and harps and sham- 
rocks. Irish-Irishmen laugh over 
that They are very patriotic 
people, but they react strongly 
against attempts to exploit their 
patriotism, particularly by out- 


siders. And they know outsiders 


i long way off 


lreland 


Supplement ADVERTISER'S WEEKLY 


There is no Secrecy 
about the 
Circulation Figures 


of 


THE DROGHEDA 
INDEPENDENT 


An trish Provincial Weekly which is going 
places 


* 
Complete coverage of three counties 
* 


A.B.C. 
Certified Figures 


TAL 
>. oD 6 


copies weekly 
* 


Reat for ads! Rest for News! 


BEST FOR RESULTS! 


* 


RATE CARDS ON APPLICATION TO: 


ement Manage: 


9 SHOP STREET, 


{ONE: 58 


DROGHEDA 
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ADVERTISER'S WEEKLY-—Ireland Supplement 


through— 


Get to the ‘top’ of the Irish Market 


SOCIAL and PERSONAL 


Treland’s Gayest Society Magazine 


For specimen copy and other requirements 


apply to 


Cecil B. McWeeney 

Managing Editor OR 
3 Palace Street, Dublin 

Telephone 70348 


H. V. Gould 

London Representative 
143/144 Fleet Street, E.C.4 
Telephone CEN 2110 & 7732 


1.B.C. Certificate 


Most Influential of Irish Provincial Weeklies 


THE DONEGAL DEMOCRAT 


4 counties: DONEGAL, LEITRIM, SLIGO, FERMANAGH 
AUDIT CERTIFIED FIGURES 
RATES 
sic 5 -. 6, 4/-. 13, 3/2 
Published Thursday-Friday in 3 Editions 
BALLYSHANNON, CO. DONEGAL Phone 6 
London Office 115 HIGH HOLBORN,W.C.1 Chancery 8752 


“WATIONALIST AND 
LEINSTER TIMES” 


LEADS 
THE 
WAY 


IN LEINSTER 


Circulating 16,000 copies each 
week in Carlow, Laois, Kildare, 
Kilkenny, Dublin, Wicklow and 
N. Wexford, the paper is second 
to none from all view points. 


The only newspaper published in 
County Carlow. 


Ask for specimen copy and rate card 


42 TULLOW ST., CARLOW 


London Office : 


92 FLEET STREET, E.C.4 
CENtral 8209 


| 
| 


| 


Advertising Pays 


when your sales medium is 


CLARE CHAMPION 


The unrivalled weekly of Clare and 
South Connacht 


Its name as a progres- 
sive journal has stood 
the test of time over 
an extensive area 
among Commercial, 
professional, agricul- 
tural and all other 
interests. 


Circulation still 
increasing. 


Continually used by 
all leading advertising 
agencies in Eire and 
Great Britain. 


Published weekly at 
O’CONNELL ST., ENNIS 
Telephone : Ennis |! 

London Office : 


92 FLEET STREET, E.C.4 
Telephone : Central 8209 


@ Con:nued from page 6 
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PROVINCIAL PRESS 


is turning his back on a wide door 
opening to a readership unsur- 
passed in concentration and not 
confined to any class or any poll- 
tical following. He is turning his 
back on a community which, 
while strongly bound by ties of 
local patriotism, is yet intelli- 


gently alive to the world beyond 
and all it has to offer. He is ig- 
noring a market at once pros- 
perous, increasingly varied in its 
demands, and yet rooted in the 
stability which is the true 
characteristic of provincial life 
in Ireland. 


These journals are members 


The organisation of the provin- 
cial press in Ireland is the Associ- 
ated Irish Newspapers. Its present 
membership, given alphabetically by 
Counties 1s: 

Co. Carlow: Nationalist and Lein- 
ster Times (Carlow). 

Co. Cavan: Anglo-Celt (Cavan). 


Co. Clare: Clare Champion 
(Ennis). 

Co. Cork: Southern Star (Skib- 
bereen) 


Co. Donegal: Derry Journal 
(Londonderry); Donegal Democrat 
(Ballyshannon); Derry People 
(Letterkenny); People's Press (Sligo). 

Co. Galway: Connacht Tribune 
(Galway); Connacht Sentinel (Gal- 
way); Galway Observer (Galway): 
Tuam Herald (Tuam); Western 
Herald (Ballinasloe). 

Co. Kerry: Kerryman (Tralee); 
Kerry Champion (Tralee). 

Co. Kildare: Leinster 
(Naas). 

Co. Kilkenny: Kilkenny Journal 
(Kilkenny); Kilkenny People (Kil- 
kenny). 

Co. Leitrim: Leitrim 
(Carrick-on-Shannon). 

Co. Limerick: Limerick Leader 
(Limerick); Limerick Weekly Echo 
(Limerick); Limerick Chronicle 
(Limerick). 

Co. Longford: Longford Leader 
(Longford). 

Co. Louth: Drogheda’ Areus 
(Drogheda); Drogheda Independent 
(Drogheda); Dundalk Democrat 
(Dundalk); Examiner Press (Dun- 


Leader 


Observer 


® Continued from page 4 


dalk). 

Co. Mayo: Connaught Telegraph 
(Castlebar). 

Co. Meath: 
(Navan). 

Co. Monaghan: Northern Stan- 
dard (Monaghan); Monaghan Argus 
(Monaghan); Monaghan Democrat 
(Monaghan). 


Meath Chronicle 


Co. Offaly: Midland Tribune 
(Birr); Offaly Independent (Tulla- 
more). 


Co. Roscommon: Roscommon 
Herald (Boyle); Roscommon Cham 
pion (Roscommon). 

Co. Sligo: Sligo Champion 
(Sligo); Sligo Independent (Sligo). 

Co. Tipperary: The Nationalist 
(Clonmel); Nenagh Guardian 
(Nenagh); Tipperary Star (Thurles). 

Co. Waterford: Dungarvan 
Leader (Dungarvan); Evening News 
(Waterford); Munster Express 
(Waterford); Waterford News 
(Waterford); Waterford Star (Water- 
ford). 

Co. Westmeath: Midland Herald 
(Mullingar); Westmeath Examiner 
(Mullingar); Westmeath Independent 
(Athlone). 

Co. Wexford: Echo and South 
Leinster Advertiser (Enniscorthy); 
Free Press (Wexford); People News- 
papers Group (Wexford): The 
People, Enniscorthy Guardian, New 
Ross Standard, and Wicklow People 

Northern Ireland: Derry Journal 
(Londonderry); Newtownards 
Chronicle (Newtownards). 


Dr. Lynch surveys the market 


taken in 1951 but the tabulated 
returns have not yet been pub- 
lished. The Census will no doubt 
reflect the changes which have 
occurred in the Irish economy 
since the previous Census in 1933 

particularly the increase in 
real income in rural areas, the 
growth of urban population and 
the influence of a greatly ex- 
panded tourist industry on the 
structure of the retail trade in 
certain regions 

Phere is reason to expect, how- 
ever, that the broad features of 
the 1933 pattern will not be 
greatly altered. The heaviest 
volume of retail sales per head of 
population will probably continue 
to be located in the areas along 
the east coast and in the eastern 
half of the province of Munster 
It would not be surprising, never- 
theless, to find considerable 
spending power elsewhere as a 
result of industrial progress. 

The Irish market remains a 
most important and valuable one 
for the British exporter. It presents 
him with no language difficulties 
or foreign exchange problems. 
He will find goodwill and under- 


standing from his Irish customers 
and a ready recognition of the 
mutual advantages of foreign 
trade to both countries. But he 
must remember that the Irish 
economy is changing. These 
changes, however, present new 
opportunities and potentialities to 
the enterprising business man 
who knows that really successful 
results demand independent mar- 
ket research into the growing 
requirements of Irish customers. 


Industries of all kinds are expand- 


ing in Ireland. 
on a 


Here are workers 
tulip farm at Finglas, 
Co. Dublin. 
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Has Ireland ever been 
Explored ? 


Yes—at last there are real facts and figures available 
to advertisers and their agents. 


HOW? 


For the first time a complete survey has been carried out of 
the Irish public as advertising ‘prospects’: for example, their 
attendance at cinemas carrying advertisements, ete. 


WHEN? 


Field work was carried out during the first two weeks of 
December and again from mid-January to mid-February. 


WHERE? 


All over the country from Donegal to Kerry, from Wexford 
to Galway - a sample of 2,400 people over 16 was interviewed 
carefully chosen as an exact cross section of the total popula- 


tion in terms of area, age, sex and occupation. 


DID IT? 


The survey was planned on behalf of Cinema and General 
Publicity Ltd., by Research Services Ltd., whose Managing 
Director and senior research officers went to Ireland to brief 
and direct the team of experienced Irish interviewers who 
carried out the field work. 


If you have not received a copy write now to: 


Mr. J. Rackow 

CINEMA & GENERAL PUBLICITY LTD 
Cinema and General House 

35 Upper Abbey Street 
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_ alee kart rs “\ 


wee 


‘HE DOESN’T LIKE ADVERTISING, SO HE’S NATIONALISED IT!’ 


This cartoon, reproduced by permission of the “Sunday Dispatch,” 
provides a fitting postscript to the controversy on whether Mr. 
Bevan should have been invited to speak at the Eastbourne Con- 
ference of the Advertising Association, 
arousing 


‘Press not under 
the influence of 
advertisers 


“With considerable knowledge 
of the field, and as one taking 
part in the expenditure of several 
million pounds a year in adver- 
tising, my experience is that no 
attempt has ever been made by 
the mass of advertisers in this 
country to bring any pressure to 
bear on the editorial policies of 
the press,” said John Rodgers, 
M.P., director of the J. Walter 
Thompson Co., Ltd., in a parlia- 
mentary debate on a_ private 
member's Bill to set up a statutory 
Press Council. 

Because of the voluntary Press 
Council being set up in July, the 
sponsor withdrew his Bill. 

During the debate Tom Driberg 
(Labour) said the recent conduct 
of the Express group of news- 
papers in the battle it had against 
film advertisers was a creditable 
example of the way to treat 
advertisers who tried to interfere 
with one’s policy. 


quent publicity—is still 
Friday the telephone rang in 


Bevan's 


was “Advertising Age” calling from Chicago 
to know just what advertising folk in Britain think about Nye 
speech,” said the caller. 

was he invited?” 


\ 
a . ‘anata DOW->> 


His visit—and its conse 

tremendous interest. — Last 
“Advertisers Weekly” office. It 
“Our readers want 
“How did they Why 


react’ 


Voice & Vision form U.S. associate 


Voice & Vision Ltd... have 
formed an associate organisation, 
Public Relations International. 
in New York. This is claimed 
as the first time that a British 
public relations organisation has 
established an independent 
organisation in America. 

Purpose of the new company, 
explains John Metcalf, manag- 
ing director of Voice & Vision, 
is to meet the special needs of 
British and Continental exporters 
to the American market, needs 
which can often be met without 
the huge appropriations operated 


by many hig American P.R. 
concerns. 
Heading Public Relations 


International is William Pettit, 
who has worked with Capels Ad 
vertising, McCann Erickson Inc., 
N. W. Ayer & Sons Inc, and as 
an independent consultant. He 
has been in public relations for 
14 years. 

John A. Stephen, liaison officer 
between the new organisation and 
V. & V., is at present in London, 
with the object of acquainting the 
European exporter with the ad- 
vantages of a public relations 
programme in the United States 
Mr. Stephen was formerly Euro- 


pean. representative of the 
American public relations organ- 
isation, Robert S. Taplinger & 
Associates. 


man 
and the little 
street... 


Coronation Road 


The big 


is a little 
street of 70 terfaced houses in 
Plaistow, West Ham. Soon it 
will present one of the gayest 
spectacles in London. 

The other day the mayor of 
West Ham received a letter stat- 
ing: “I have come across a West 
Ham street called Coronation 
Road, and have a sudden desire 
to decorate it in a manner be- 
fitting its name. If your Cor- 
poration and the Coronation 
Road residents agree, | would 
like to decorate it at my own 
expense.” 

It was signed “Leon Goodman” 

head of the display organisation 
which bears his name, with 
contracts to decorate 15,000 
premises for the Coronation. 


Invited to tea 
The residents were delighted 
so the mayor asked for a plan. 
Mr. Goodman called his de- 
signers and blueprints for the 
little street were produced with 
the same care that has gone into 
decorative schemes for Piccadilly, 


Pall Mall, St. James's and the 
Strand. 

Meanwhile a “D-day” — Decer- 
ation Day-—-committee has been 
formed of Coronation Road 
residents, They will stand by 


when Goodman's vans swing into 
the Coronation Road school play- 
ground, The mayor will receive 
the materials from the donor, and 
distribution will begin to the 
people of Coronation Road, on 
Saturday, May 16 

Mr. Goodman has been invited 
to tea in Coronation Road. 


photographers 
exhibition 
An cxhibition of professional 


photography by Commonwealth 
photographers at Overseas House, 


Park Place, St. James's, S.W.1, 
comes as a refreshing and most 
welcome change (writes John 


Heron). 
of British 


Arranged by the Institute 

Photographers, the col- 
lection is displayed in the Ulster 
Library, overlooking Green Park. 
It will be open daily from 10 a.m, 
7.30 p.m. until May 31. 

Advertisers who market in the 
Commonwealth and Colonies should 
be especially interested to see what 
excellent work photographers on 
the spot are producing to-day; 
though it must be noted that some 
of the exhibitors are not necessarily 
free to accept commissions outside 
their own spheres, which vary 
widely. 

As a collection, the pictures are 
vivid, alive and immensely interest- 


A. H. Firman, of Nairobi, shows 
some of the finest landscapes seen 
in London since the hey-day of Will 
Till and Mrs. Parsons, From 
Australia's Norman Laird comes a 
group of excellent colour prints of 


creatures——frilled lizards, giant 
locusts, snakes—as whimsey as 
Disney. The show is full of good 


things. 
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Legal and 


Gazette 


BANKRUPTCY PROCFEDINGS 


Heney Joun Prowse SKINNER i 


Chesterfield Street, London. W 1. adver 
tising representative 
discharge May 1 at Bankrup cy Buildings 
Carey Street, London, oy. 


WILLS 


Witttam Haroip Francis Emmett, of 


Grove Way, Esher, Surrey, founder chair 
man and managing director of W. H 


Emmett & Co, Lid, and W H. Emmett 


(Overseas) Lid, left £10,497 Ihe. 9d 
aross, £8,909 68. 4d. net 

Herown Harere, of 63 Newbridge Lane 
Stockport, Cheshire, publisher o 


the 
Stockport) Advertiser series, left £2,510 


i4s. Id. grows, £1.44) 46 Id 


Grovvary THrovore Hanpon, & Jays 


Mews. Kensington, W , advertising agent 
left £34,418 8s. gross, £28,152 19. 10d 
net 


Agnoip James Hinseer, of Tremayne 
Lodge, Welton Road, Brough, Yorks 
late president of Hull Publicity Club, left 
£19.420 Se. tid) gross, £14,241 26 9d net 


CHasies Crark, of 60 Brantwood 
Road, Herne Hill, SI late of Dixons 
Westend Advertising Agency Ltd, left 


if. 262 108. 6d. gross, £698 2s 6d. net 
Lio 
Sheniey Hill, Shenley, Herts. a direcor 


of the Daily Mail and General Trust 


itd, left £64,125 1% 2d gross, 
$58,142 198. 2d. net 
Peeoreick Jonatuan Guee of § 


Twyford Avenue N 2, late principal of 
the Frederick Alwar advertising avency, 


left £13,400 16s. Bd. gross, £13,113 6s. 6d 
net 


NEW COMPANIES 


Safety Poster Publicity Ltd., 


R 

Sika High Road Wembley, Middlesex 
Nominal capita); £500. Directors: G. K 
Hraid, P Galloway, and R. ¢ 


Regional = Exhibit itd., Oakdene 
Works, 49 Brighton Road, Salfords 
Surrey. Exhibition promoters and organ 
isers. Nominal capital: £100 Directors 
A FE. L. Duchateau, A. FF. Robinson, 
and H. Smith 

. B. Magavine Co., Ltd. Proprictors 
and publishers of magazines, newspapers, 
hb urnals Nominal = capital £20,000 
Director: Enid Blyton, K FD Waters, 
EF. W. Rodgers, BE. N. Evans, and L. J 
Browning 

Wiliam BD. Clifford (Press) Ltd.. 66 
Shaftesbury Avenue. W 1 Pub ishers, 
printers Nominal capital: £100 Direo 
tors: W. D. Clifford and Jean M 
Clifford 

Frank Gayton Advertising Ltd. 4 
Market Place, Leicester. Nominal capital 
£10,000. Permanent directors: Fo Gayton, 
Mrs. S. BE. Gayton, and A.W. Gayton 

R. & W. Heap Publishing Company 
ttd., 32 Kennedy Street, Manchester 
To enter into an agreement with Robert 
and Winifred A Heap, trading as 
Talisman Publishing Company at Psy 
chology House, Marple, Cheshire. and to 
carry on business of book. newspaper 
magazine and periodical publishers and 
proprictors Nominal capital £10,000 
Directors; R. Heap. Mrs W. A. Heap, 
and A Brown 

Edgware and District Newspapers 1 td., 
7) Church Road, Hendon N.W4 
Nominal capita! £1,000 D rectors 

H B Wardén and W A Warden 

Signscope Litd., 64 Snow Hill, Birming 
ham. Manufacturers and = distributors in 
Great Britain and elsewhere of display 
lettings and signs Nominal capital: £100 
Directors: A. Green and Ho Green 

Virginia Presa Ltd. Nomina! capital 
£1,000 Subscribers: Jean Herbert (co 
director) and Clair Moore, 128 Albany 
Street, N.W.1 
(The above-mentioned particulars of 
new companies recently registered are 
taken from the Daily Reelster compiled 
by Jordan and Sons, . Company 
Registration Agents, 116 Chancery Lane, 
London, W.C.2.) 


CHANGES OF ADDRESS 

Posterstamps Ltd... to '6 Bruton Street 
London, W.1 

The 


Mining Journal Ltd. to 15 Wilson 


Street, Moorgate, London F 

Edwards, Dyer & Co, Ltd, to 1 
Cooper Street, Manchester, 2 

Francis Hollings & Co., Lid, to 16 
Great Queen Street. Kingsway, WC? 
Advertising Gift Novelties 
Led., to Prestige House. 2/3, Great 
Pulteney Street, Piccadilly Circus 
London, W.1 

Townend. Smith & Hardy Lid. to St 
George's House 1S Hanover Square 
London, Wi 

ndividual Artists, t0 7 Maddox Strcet 
London, W.1, 


Application = for 


Cut-Letters 


display 
lettering 


Cut-out relief lettering, 
ready gummed, !2 types, 3/16°-8" 

LONDON INDUSTRIAL ART LTD 
33 Jubilee Place. S W 3. Tel. FLA 6816 


ORDER DEPT. 3 All Saints Road. W.11 
Tel. PARK 9431 


Services & 


May 14, 1953 


Miscellaneous 


Blocks & Dies 


General Printers 


Witreip Hoseer Witp, of 


OFFERS 


a first-class printing 
service for production 
of 
CATALOGUES 
BROCHURES 


HOUSE JOURNALS 
SYSTEM FORMS 


The Cable Printing & Publishing 
Co. Ltd. 
62 DOUGHTY ST.. W.C.1. HOL 7771 


THE CABLE PRESS 


To 
Authors 
Publishers 
Advertisers 


DORIEN LEIGH 


LIMITED 
and 


W. F. MANSELL 


Have over 200,000 
prints in their pic- 


ture library 


Enquiries at CEN 6444 
4/7 Red Lion Court, E.C.4 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cut-outs. Cutter crush dies for 
showcards, etc. Steel diesfor metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.I 
CLE 6474 Est. over 40 years 


Advertising Novelties 


TRADE 
PRINTING 
LITHO 


Photo-O ffset, Multi- 
colour work, Showcard 
Prints, Posters, etc. 


LETTERPRESS 


Four Colour Process, 
IMlustrat-d Catalogues, 
Brochures, etc 


F. W. WHITE & CO. 


Letterpress & Photo Litho Printers 
ALBION HOUSE, NEW NORTH ST 
THEOBALDS RD., W.C.1. HOL. 9431 


Established |884 


| 40,000 sorticucturaL 
PHOTOGRAPHS 


OF ALL TYPES 


for ALL PURPOSES 


REGINALD A. MALBY & CO. 
19 Chelmsford Road, WOODFORD, E.18 


BUCkhurst 0222 


And all types of Advertising Gifts * 


ANGLO FANCY PRODUCTS LTO 
anufacturers ; 


a7 
Phones. Hampstead 5858 and Ciadstone 676! 


Animated Displays 


SCREENASCOPE 


AUTOMATIC PROJECTOR 
FOR EXHIBITIONS 


CRANE AUTOMATIC CO. LTD 


Makers of Advertising Devices 


Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. Wembley7733 7734 


ADVERTISING & CORONATION GIFTS” 
Goldblocking, Engraving and 
Photography to the trade. | 


GOODWILL ADVERTISING 
4 Downham Road * London, W.I 
CLissold 4386 


Packing 


OFFSET 


COLOUR 
PRINTING 


* 

H. MANLY & SON LTD 
19 FINSBURY ROAD 
WOOD GREEN ‘LONDON N 22 
BOWES PARK 3802 


+ Hicwest Quatiry 
COMPETITIVE PRICES 


Editorial and 
Production 


Please note new address 


H. Parry Jackman 


(Governing Director H & G Jackman Ltd) 


39a BARTHOLOMEW CLOSE, E.C.I 


Telephone MON 2616 


for the production of literature 
for propaganda and sales from 


the copy stage to the final bind- 


ing and distribution. 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards—Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.! 
CAN 246! 


~ FOR FOLDING 
BOXES 


$ Lie. 

5, SON & WATT 

re rewontTt $1.,LONDON,EC.2 
Narch 7408 (three 
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Photographers 


Photographers 


No more black and white, Please! 


COLOUR 


PHOTOGRAPHY 
ONLY 
COLOUR 
— PRINTS 
— TRANSPARENCIES 
— SEPARATIONS 
PULITZER 


5 KENSINGTON HIGH STREET, W.8 


WESTERN 2647 


eee 


LONDON ART SERVICE 


PHOTOCAAPHIC)LTO 


_ Chichester Rents 


a Chancery WC2 
COMMERCIALL ADVERTISING 
PHOTOGRAPHERS 


SAME DAY COPY SERVICE + Phore HOLL: BEED 


COLOR 
PHOTOGRAPHY 


@ Prints or transparencies 
® Color Library 


®@ Advertising models 


COLORGRAPH swudivs 
(London) Ltd. 


8 Breams Buildings, E.C.4 
Phone CHAncery 3416 


Quality Work at 
Competitive Prices 
given by our 


SERVICE 


TO ADVERTISING & DISPLAY 
ORGANISATIONS 


specialists in 


GIANT ENLARGING 
COMMERCIAL PHOTOGRAPHY 
ARTISTS STUDIO WORK 
BLOCK MAKING 
PRINTING ETC. 
HAVE YOU CONSIDERED WEWELL DIS- 


PLAY PRINTING OR NEWBOLD-COLOUR 
PRINTS FOR YOUR ADVERTISING? 


THE NEWBOLD WELLS COMPANY 
10-11 DYERS BUILDINGS, HOLBORN, E.C.1 
CHAncery 3186 


EXTRALARGEMENTS 
photowork 


BLACK and WHITE or COLOUR 
ANY SIZE 


PHOTOWORK LTD. 


Brighouse, Yorkshire. Phone 1240 
73 Baker St., London, W.!. Phone WEL 0938 


AC.K.WARE service includes 


an extensive library of Colour 
and Monochrome pictures 


A.C.K.WARE (Act praacs) LTD. 
28a Basinghall St.. London, E.C.2 


Pi Trepelitan 9836-7 


Exhibitions « Displays 


( lo7-171 QUEENSWAY, W2 | 


Phone > BAYoewater 2291-2 


COOK’S 


DISPLAY PRODUCTIONS LTD 
124 Ladbroke Grove, W.10 
"Phone PARK 6652 4 
EXHIBITIONS - DISPLAYS ~ SIGNS 


FLUORESCENT SPECIALISTS 


doubless 
ART 8-2 treet 
(3 AENTIBH TOWN ROAD LONDON NW 


LENPPABGOL 
LAT) 
Specialists in 
Photo- Enlargements 
in Line and Tone 


295 


Camberwell New Road 
S.E.5. 


Puastic 


Dispray 


[nits 


FOR QUALITY DISPLAYS 


36-37 MAIDEN LANE STRAND W C2 
TEMple Bar 0397 


RODNEY 5811] 2 


Silk Screen Materials 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 


111 Wellington Road, South, 
Stockport. Tel. STO 3375 


The CHANGEABLE PRICE TICKET 
Specialists 


Free lance representation required in 
many areas. Write for terms to 
CAMDEN PRICE TICKETS 

48 Westbourne Gardens, Hove 3, Sussex 

Hove 39684 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER 15 


BLACKFRIARS 0656 


THE EARLY FIRM 


J. WATSON (London) & CO. LTD. 


Displays in Plastic 
and Metal 


BASSEIN HOUSE - BASSEIN PARK ROAD 
LONDON, W.12 * Telephone SHE 4363 


(Continued on page 336) 
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Coronation souvenir 


Silver medal on 
the cover 


A “silver” medal, — slightly 
bigger than half-a-crown, is 
attached to the cover of the 
Coronation Souvenir Book which 
Adprint Ltd. have produced for 
The National Playing Fields As- 
sociation, It is attached inside 
the cover by a sticky tape, one 
side of the medal, which is em 
bossed with a crowned head of 
Her Majesty, being visible 
through a circular “window” low 
down on the cover. There is a 
crown on the other side. 

The Royal head is also em 
bossed in a large white circle 
that occupies the upper half of 
the blue varnished cover 

Fine portraiture, both in colour 
and monochrome, ts a feature of 
the book. Colour plates include 
a portrait of the Queen, an in 
formal family group, a drawing 
of the crowning in Westminster 
Abbey, and the Royal regalia 
Plaques of Kings back to Saxon 
and early Scottish times, photo 
graphs of Royal residences, a 
beflagged map of the Common 
wealth, and an informative and 
interesting text, go to make this 
a book which people will want to 
keep. Lord Luke, chairman of 
the Association, contributes a 
foreword. There are no advertise 


| ments. 


Published by the Association, 
the book is distributed through 
out the world by Adprint, price 
2s. 6d. 

The book was designed by 
F. H. K. Henrion and was made 
and printed by Purnel| & Sons 
Ltd, Paulton., 


No sex in type 


To-day there is no such thing 
as a “feminine” type or a “mas 
culine” type, Mrs Beatrice 
Warde, publicity director, Mono 


| type Corporation, told the Man 


chester branch, Incorporated Ad 


vertising Managers’ Association 


To a questioner who asked 
whether a type face that followed 
the characteristic of the article 


| advertised was more important 


than readability, she replied: “If, 
for instance, you are advertising 


| a feminine product and a com- 
| petitor is using Perpetua, you 


would be wise to set in any good 
face that is not Perpetua.” Mrs 
Warde quoted the example of 
Yardley’s use of Gill Sans which, 
she said, could not be called a 


| “feminine” type by any stretch 


of imagination, 

Earlier, Mrs. Warde asserted 
that 80 per cent of the display 
advertisements in newspapers 
were set in type too small to 
read. “Display advertising goes 
up against seven or cight point 


} in the news columns. Are you 


going to compete by putting your 
material in six point?” she asked, 
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Continued from page 335 


Process Engravers 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENCRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


OUSRIEN HOUSE I CLYDE ST GLASGOW 


~~ CITY 81 t ~~“ OUSBRIEN GLASGOW ™ 


General Engraving 


H. K. SHILSTON 


2 BRIDLE LANE, LONDON, W.1 
Phone GER 1888 


Engraving Specialists 


Commercial Artists 


i eansnmentieiins T 

Packaging 

Booklets 

Folders 
Forum «-- 

Design 
ART SERVICE LTD. 


10-12 BURY PLACE, w.1 /eveut 


a 


THE 
TUDOR ART AGENCY LTD. 
representing 
FREE LANCE ARTISTS 


| FURNIVAL STREET, LONDON, E.C.4 
HOibern 6841 CHAncery 3506 


VERY RARE! 
* photographic’ 
RETOUCHING 


a ‘natural’ retouching 
essential to good advertising 


Phone CHAncery 3902 


SMH 


53 Doughty Street, W.C.| 


STOKES & DE MILLE 
STUDIO 
for London's finest 
FIGURE RETOUCHING 
7 Wine Office Court, Fleet St. £.C.4 
CENtral 6656 


Silk Screen Services 


AY M! 


RAYSIGN WORKS 
DURHAM ROAD. LONDON.N.? 


anRcH wary ® 8B: 6 


SILK SCREEN PRINTERS 
HYPNOCOLOR 


15-16 Gough Square 
Fleet Street, E.C.4 
CITY 2787 


First in Fluorescence 


DISPLAY 
SAK SCREEN 
DESIGN 
EXWIBITION 


ADVANCE 
PUBLICITY Ue 


\A9. WARDOUR SI. 
LONDON W\ 


GURRARD 8236 


| do in educating them. 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WEMDELL RD. LONDON. W.I2 


sHOWCAaRDS - POSTERS 
WINDOW BILLS + CUT-OUTS er 
LICENSED DAY-CLO PRINTERS 


@ Contiiued from page 294 
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Problems of publicity for 


local government 


which an immense amount of 
good remained to be done. 

The ideal P.R.O., he thought, 
should be a personal adviser to 
the clerk and to the chairman of 
the council. But it was essential! 
that he should be accepted as 
part of the permanent structure 
of local government. 

“In advertising,” he went on, 


“before we undertake a campaign 


we have to make certain that the 
product is right. In this case I 
am certain that the product is not 
right. Local government to-day 
is too big, clumsy and diverse. 
Some alterations are essential if 
the P.R.O. is going to do his job 


| effectively.” 


Their main task was to estab- 
lish between the local authority 
and people in the area a com- 
munity interest This was im- 
possible in a large, unwieldy area. 

“The function of the P.R.O. is 


| not merely to tell the people what 


the Council has done. Far more 
essential is that he must tell 
people what the council is going 


| to do and why,” he stressed. 


One of the faults was that local 
government publicity had not 
sufficient handwriting of its own. 
Every successful advertising cam- 
paign had-—but seldom in the 
case of local publicity campaigns. 


| He criticised the habit of local 


authorities in running amateur 
poster competitions to get cheap 
advertisements. 

Top management in industry 
was represented at the conference 


| by Brig.-Gen, Wade H. Hayes, 


chairman and managing director 
of Edmundsons Electric Co., 
Ltd., and director of many other 
large concerns. 

Just as there were top-ranking 
executives covering sales, account- 
ancy, marketing, so there should 
be a high level man for public 
relations, he said. 

He admitted that management 
as a whole was backward in its 
recognition of public relations 
and P_R.O.’s had a big task to 
He cited 
the case of the electrical industry. 
Until it was on the verge of being 
nationalised there was only one 
electrical company with a P.R. 
department. Then they woke up, 
they worked hard, but it was too 
late. 


Overseas visitors 


The conference had an _ inter- 
national flavour with delegates 
from the United States, France, 
Holland, and Finland. And the 


| final speech was delivered by 


Ed. Lipscomb, director of P.R. 
for the National Cotton Council 
of America and member of the 
executive of the Public Relations 
Society of America. 
“P.R. results,” 
“are achieved by 


he declared, 
constructive 


thought and convincing expres 
sions of devoted men.” 

Speaking of the need for 
leadership and new thought in the 
world to-day, he said: 

“There is a group in our two 
countries which is fully equipped 
and qualified to establish a new 
level of leadership midway be- 
tween pavement and pulpit. 

“It is a group of social servants 
with exceptional talent for deal- 
ing with people and opinions— 
men who are concerned with 
human attitudes, who are special- 
ists in persuasion and in the 
interpretation of individual and 
group relationship. 

“It is a group of down-to- 
earth philosophers who under- 
stand both the ethical and econ- 
omic facts of life—a group of 
technicians who are trained in 
the translation of ideas into words 
and pictures, who are adept at 
accurate and dramatic presenta- 
tion and who are skilled in the 
use of media of communication. 

“It is the public relations pro- 
fession of our two countries as 
exemplified by the membership, 
qualifications, and written and im- 
plied codes of ethics of the British 
Institute of Public Relations and 
the Public Relations Society of 
America.” 


‘Weekly Diary’ for 


royal guests 


Permission has been granted by the 
Farl Marshal, the Duke of Norfolk, 
for the London Weekly Diary of 
Social Events to be distributed 
through the Earl Marshal's Office. 
A special cover has been approved 
by him. The London Weekly Diary 
is to be Jistributed also by the seven 
High Commissioners, to the Heads 
of States and their entourage. The 
Colonial Office is carrying out a 
similar distribution to the impor- 
tant visitors from the Colonies. 

The Vice Marshal of the Diplo- 
matic Corps has stated that he 
wishes to send the Diary to each of 
the Royal guests, using the special 
cover approved by the Earl Marshal. 
Instructions have also been received 
to deliver copies to Buckingham 
Palace. 


Press Fund gives 


record sum 


Lord Hliffe said at the News- 
paper Press Fund dinner last week 
that during the year the fund had 
distributed the record sum of 
£28,326 

The value of a free press as a 
safeguard of liberty was stressed by 
W. W. Aldrich, American Ambas- 
sador. “When the press is under 
Government control, freedom be- 
comes a mockery,” he said. 


‘The Machinist’ 
An advertisement for The 
Machinist on page 315 states: 
“Many one-room shops have be- 


come industrial grants.” This should 
have read “industrial giants.” 
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COMPANY MEETING 
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Kemsley Newspapers Ltd. 


The 29th Annual! General Meet- 
ing of Kemsley Newspapers 
Limited will be held on May 28, 
1953, at Kemsley House, London. 
The following is an extract from 
the statement of the Chairman, 
the Viscount Kemsley, circulated 
with the Report and Accounts for 
the year ended December 31, 
1952, to be submitted to the Meet- 
ing. 

Costs continued to rise during 
the year except in one notable 
respect, that of newsprint prices, 
and even in that respect the aver- 
age cost per ton used during 1952 
was, as | shall explain presently, 
substantially higher than in 1951 
The wage rates of the great bulk 
of our employees are governed 
by movements in the cost of liv 
ing index; on this basis two in- 
creases were awarded in 1952 and 
a further award brings an addi- 
tional increase into operation in 
the present month. 

Newsprint prices reached their 


highest point in January 1952 at 
£66 per ton, from which level 
they have, however, since fallen 


by progressive stages to about 
£54 per ton. The newspaper in- 
dustry cannot afford to depend 
on hand to mouth purchases in 
the market. We have, therefore, 
to carry large stocks with the 
consequence that, in times of fall- 
ing prices, a considerable period 
elapses before the benefit of the 
price reductions is reflected in our 
accouris, The full benefit in the 
present instance was not shown 
until 1953, and, indeed, over the 
whole year 1952 the average cost 
of newsprint used was some £9 
per ton higher than in 1951 


The Sunday Times 


I am particularly glad to be 
able to make a favourable report 


on the Sunday Times. During 
recent vears the Sunday Times 
has had to suffer some loss in 


circulation as a result of restric- 
tions in newsprint and of in 
creases in selling price To an 
extent this has been self-imposed, 
for the view that we have always 
taken is that the maintenance to 
the full of the size and quality 
of the paper must take precedence 
over any considerations of circu- 
lation. Yet on each occasion the 
circulation of the newspaper has 
recovered and I am glad to say 
that although it ts the highest 
priced Sunday newspaper, its pro- 
gress over the last year, as re- 
cently published figures reveal. 
has been steady and substantial. 
It fully maintains its leadership 
in its class. I believe that the 
esteem in which it is so generally 
held will still further strengthen 
that position. 

Editorially we can also be 
proud of our five other Sunday 
newspapers, the Sunday Chronicle, 
the Sunday Graphic, the Empire 


News, the Sunday Mail and the 
Sunday Sun. In spite of the 
severe competition for readership 
during the year, we are satisfied 
with the manner in which their 


position has been maintained. 
The transfer of the Sunday 
Chronicle to Manchester has 


proved to be by no means with- 
out its advantages. There is grati- 
fying evidence of the increasing 
popularity of the Sunday Graphic 
which continues its fine tradition 
as the pre-eminent Sunday picture 
newspaper. The Empire News 
can reasonably claim considera- 
tion as an outstanding sporting 
and popular newspaper and the 
circulation at the end of the year 
was substantially higher than the 
figure shown a year earlier. 


Steady Progress 


The Sunday Mail, Scotland's 
national Sunday newspaper, and 
the Sunday Sun in the North- 


East of England have solid posi- 
tions, and, since the setback all 
newspapers suffered when prices 
were increased in 1951, have made 
steady progress. 

The release of further news- 
print supplies has eased some of 
the problems of the editors of 
our morning and evening papers 
published in England, Scotland 
and Wales. Since 1940 the editors 
have had the perplexing task of 
presenting world and loca] news 


in the same confines as their 
national competitors, With the 
additional newsprint they have 


followed the policy of publishing 
longer reports and more pictures 
of regional events and this policy 
has had a gratifying reaction on 
circulation and advertising. 
Linked with this are modern 
methods of co-ordinating sales 
drives and these are meeting with 
encouraging success particularly 
in Manchester, where the Daily 
Dispatch, our largest morning 
paper with a circulation ap 
proaching half a million, and the 
Evening Chronicle, have both 


improved their position in the 
face of the fiercest competition 
since pre-war days, 
Many Tributes 
Particularly noteworthy has 


been the unmistakable evidence of 
the increasing importance of the 
provincial newspaper. In the 
period under review many 
tributes have been paid both loc- 
ally and in Parliament to several 
of our newspapers for their out- 
standing coverage of events and 
indeed to their diligence and 
vigilance in bringing to the atten- 
tion of the public matters which 
have eventually become the sub- 
ject of Government action. This 
is not only true of such widely 
circulating newspapers as the 
Western Mail, which is the 


VISCOUNT KEMSLEY’S ANNUAL REVIEW 


national daily newspaper ot 
Wales, our two Scottish dailies 
the Daily Record and the Press 
& Journal, Aberdeen, and our 
other Northern newspapers, the 
Newcastle Journal and Sheffield 
Telegraph—-but it applies to our 
evening newspapers with their 
more localised circulations It 
has been gratifying to hear tri- 
butes paid to these evening news 
papers by local authorities and 
other public bodies who have 
valued both editorial expression 
of opinion by the newspaper and 
the freedom given in their 
columns for points of view from 
all sources. 

In many cases we have been 
able to produce important supple- 
ments with the additional news- 
print allowed us. Three of the 
most notable on trade and agri 
culture were published by the 
Western Mail, the Newcastle 
Journal and the Sheffield Tele- 
graph, and had a stimulating 
effect on the business life in 
Wales and the North of England 

During the year we added to 
interests by 


our acquiring con 
trol of Pitkin Pictorials Limited 
a young but enterprising firm 


which has made a speciality in 
the publication of popularly 
priced books, lavishly illustrated 
with excellent pictures, on various 


aspects of Royal and national 
events. 

We also acquired contro] of 
W. PF. Sedgewick Ltd. an old 


established firm of process en 
gravers with a high reputation in 
that field. 

The Roya! Philatelic Collection 
to which | referred last vear has 
now been published and has been 
widely acclaimed as oa work of 
unique quality, valuable not 
merely for itself but as a collec 
tor’s investment. Of particular 
interest is the fact that substantial 
sales are being effected in the 
British Dominions and in the 
United States of America 


Value of Advertising 


The past vear has been one of 


unusual activity in the advertis 
ing field Larger newspapers 
enabled larger spaces to he 


offered to advertisers and 
required a larger volume of ad 
vertising to cover the 
costs, Fortunately, under the 
leadership of the advertising 
agents and the most progressive 


increased 


businesses, the value of advertis 
ing is increasingly appreciated 
More and more is it being recog 
nised that those who do not 
regard advertising as an jmportant 
and essential element in their 


Budget are missing opportunities 
The demand for advertising has 


been assisted by the relaxation of 


controls carrying with it the need 
seek di the 


once more to 


the 
petrol, and, in 
and eggs have been accorded a 
free competitive market, and the 
columns of the Press have been 
freely used to advertise them all 
Those who took time by the fore 


favour of consumer, 


1953. 


lea, 
chocolate 


lock benefited as they deserved 
Let me thank all those adver 
tisers and advertising agents with 
whom we so uniformly maintain 
cordial relations and who have, 
by their support, shown very 
clearly the good opinion § they 
hold of our publications as effec 
tive media for their purposes 
During the year, after much dis 
cussion, a scheme has finally 
been formulated for the estab 
lishment of a Press Council. If 
this Council, when it comes into 
being, can still further improve 
the standards generally observed, 
then the effort will be worthwhile 
Nevertheless, it has always been 
my contention that in the long 
run the best censorship and the 
only safe censorship of the Press 
is that exercised by the general 
body of readers themselves. 


Looking Forward 

As I look forward, | am of the 
opinion IT expressed last year to 
the effect that any material rise in 
the total circulation of news 
papers is unlikely. This means 
that any particular increase for 
particular publications must be 
achieved as a result of very hard 
competitive effort. We are well 
aware of that and the keenest 
attention is being paid to the 
content and presentation of all 
our newspapers, At the same time 
we afe engaged in a continual 
battle with costs to secure that 
so far as 1S consistent with the 
full maintenance of quality, they 
shall be kept in close control 
Nevertheless, the final outcome 
of our year’s work must depend 
to a considerable degree on a 
factor over which we have no 
control, and that is the cost of 
newsprint In relation to other 
commodities the degree by which 
the price of newsprint has in 
creased as compared with 1939 js 
far greater than in most other 
directions. Were | to know now 
that during the year we could 
look forward to a substantial 
decrease in the price of news- 
print, | would be able to conclude 
on a note of greater optimism 
than I have been able to employ 
in the last year or two. It would 
however, be foolish for me to do 
so. Last year you will remember 
I said in concluding my speech 
that “we must occupy ourselves 
in consolidation and economy.” 
That task still remains with us but 
not until there is some reversal of 
the upward movement of costs 
can we hope to produce results 
as satisfying as consistent effort 
deserves and we should desire, 
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BEHIND THE 
FOOTLIGHTS 


QNE of the chief plays to be 
broadcast last week was an adapta- 
tion of the G. K. Chesterton novel 
“The Man who was Thursday. ’ 
And the man who was “Thursday” 

and who also dramatised this 
fantastic comedy for radio—was 
John WHaddon's creative director, 
Ronald Barton. 

Mr. Barton describes this as a 
simple demonstration of his belief 
that there is a lot in common be 
tween acting and the creative side 
of advertising. “Both aim to attract 
and hold the attention of a large 
audience and both use a combination 
of visual and verbal acts to achieve 
their aim,” he says. “It was after 
five years on the stage that | stopped 
calling myself an actor and started 
calling myself an advertising man. 
Same man, different hat.”’ 

Coming down from Cambridge 
Mr. Barton spent three years with 
the Old Vic. It was here that he 
met Peter Watts, now in the top 
flight of B.B.C. producers, with 
whom he has done quite a bit of 
B.B.C. work. Before joining Had- 
don’s he spent 20 years with S. H. 
Benson taking a keen interest in the 
film department. Screen advertising 
is still one of his pet subjects and he 
was concerned with the production 
of the recent three-dimensional film 
for Capstan cigarettes. 


Two eminently worthwhile causes 
will benefit from the theatrical work 
of A. R. Jefferson (who has recently 
been appointed to the London 
office of Wahl Asmussen & Co.). 
For the Invalid Children’s Aid Asso- 
ciation he is directing the 1898 
comedy, “Lord and Lady Algy,”’ to 
be staged at the Scala Theatre on Fri- 
day of next weck with a cast that 
includes Anthony Berry, a son of 
Viscount Kemsley, and other not- 
abilities. 

For the Westminster Abbey 
restoration fund he is stage directing 
Christopher Hassall’s religious play 
“Out of the Whirlwind,” with Fay 
Compton in the lead. This will be 
performed in the Abbey (on the site 
to be occupied by the Coronation 
Chair) from June 10 to July 3. 

At Wahl Asmussen’s, Mr. Jeffer- 
son is assistant to T. B. H. Otway 
(British director of the group). This 
carries on a wartime comradeship, 
for Mr. Jefferson was in the 9th 
Parachute Battalion, commanded by 
Col. Otway, and took part in the 
Merville Operation in which, of the 
700 who took off from England, 
only 150 reached the rendezvous 
and only 75 were left unwounded, 
of whom Col. Otway was one. Mr. 
Jeflerson was wounded but, evacu- 
ated to the U.K., he lived to fight 
another day. 

His stage management and pro- 
duction expertise is based on a 
technical course at the Old Vic 
Theatre School. 


* ADVERTISING MANAGER’S CORNER 


Simple Marrithmetic 


A lot of Advertising Managers pride themselves on 
knowing how many beans make five; they can put 
two and two together as you might say, and get 


the right answer every time. 


And yet they go on 


adding to their troubles by dividing their precious 
time between two jobs instead of sticking to the one 
they know best. The way we figure it out, Harris 
could deal with their display problems in a fraction 
of the time that it takes them. Ad. Managers who 
have tried it find it multiplies sales beyond their 


most optimistic calculations. 


Now take away 


the number you first thought of and phone 


REGent 3295-6. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON W i 
Tel: REG 3295-4 


A perfect secretary. 


WHEN | congratulated Miss Sheila 
Scott, of the J. Walter Thompson 
Co., Ltd., on being one of the cight 
finalists in the Evening News *Per- 
fect Secretary’’ competition I found 
her almost recovered from her dis- 
appointment of not quite pulling it 
off and wondering where she would 
go for the “night out’ which the 
Evening News is standing the final- 
ists. “Guys and Dolls’’ would be 
rather appropriate, she thought. 
Miss Scott has been secretary to 
J. D. Fieldwalker and is now secre- 
tary to P. de Peterson. The perfect 
secretary, she had claimed, should 
“know by heart the telephone num- 
ber of the boss's tailor, wine mer- 
chant, doctor, favourite restaurant, 
and lawyer, and the numbers of his 
car, passport, and National Insur- 
ance card.” When I asked her 
whether she herself knew all these 
details she replied: “Il am now busy 


” 


learning them! 


To play Bing 

Peter Needham, an account execu- 
tive at the J. Walter Thompson 
Company Ltd., who has entered for 
the British Amateur Golf Champion- 
ship at Hoylake, is meeting Bing 
Crosby as his opponent in_ the 
second round. Mr. Needham is the 
son of Leslie W. Needham, director 
of advertising, Daily Express group 
of newspapers and plays at Sunning- 
dale off a handicap of two. 


When Nicholas Royds and John 
Barmas, of G. S. Royds Ltd., went 
to Switzerland for the Swiss Indus- 
tries Fair, they met Donald Brun, 
who designed this year’s Fair 
poster, and whose work is known 
in this country for the covers he 
has designed for “Lilliput.” This 
photograph, taken by Nicholas 
Rovds, shows Mr. Brun with some 
of his posters in his Basle home. 


Painting in Spain 
_Fergus O’Ryan, formerly chief 
display artist with Odeon (Ireland) 
Ltd., has left for a two-months paint- 
ing tour in Spain. Mr. O’Ryan had 
the distinction of having two pic- 
tures hung in the Royal Hibernian 
Academy this year. 
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Ilan Harvey, M.P., 
suggested this 
plaque 


BBEFORE fying to New York last 
Saturday, Malcolm Muggeridge, 
editor of Punch, unveiled a plaque 
on the wall of 5S Albany Street, 
N.W.1, to record the residence of 
Henry Mayhew, one of the founders 
of Punch and author of the justly 
famous London Labour and _ the 
London Poor (first published in 
1851). When a photographer asked 
for a milk bottle to be removed 
from a window sill, Mr. Muggeridge 
said that the presence of the bottle 
would have appealed to Mayhew. 

At a reception in the nearby home 
of J. D. Profumo, M.P., Mr. 
Muggeridge, who amusingly des- 
cribed Mayhew's happy-go-lucky 
temperament, was introduced by 
lan Harvey, M.P. (a director of 
W. S. Crawford Ltd.) who had sug- 
gested the plaque to the L.C.C. 

In New York Mr. Muggeridge 
was scheduled as principal speaker 
at the Overseas Press Club’s Awards 
Dinner on Tuesday. To-day (Thurs- 
day) he is due in Pittsburgh to open 
the showing at the Carnegie Insti- 
tute of the exhibition of Punch 
original drawings. He has also 
several radio and television commit- 
ments, 


* * * 


AN extremely timely find made 
during reconstruction work at the 
Green Park Hotel, Mayfair, is being 
publicised on its behalf by Stephen 
S. Taffler. This is a copy of The 
Sun dated “Thursday Evening, 
June 28, 1838." It reports the 
Coronation of Queen Victoria and 
is printed in black and gold. 

Mr. Taffler’s first concern was to 
establish its authenticity—a question 
settled once and for all when the 
British Museum offered to buy it. 
Now, in a slim gilt frame, The Sun 
sheds its radiance on a_ private 
cocktail bar in the hotel. 


* * * 


To explain the jargon of three- 
dimensional films, “in the interests 
of the perplexed advertising man,” 
Theatre Publicity Ltd. have issued 
an amusingly _ illustrated little 
brochure. Frontispiece shows a 
worried ad. man with the words 
anaglyphs, stereoscopic, cinerama, 
polarised, cinemascope, and stereo- 
phonic whirling round his head. 
The illustration on the back cover 
shows these same words neatly card- 
indexed in his mind. If some of us 
use these words with a littl more 
confidence henceforth, we should be 
grateful to this pamphlet. 


Contact 


WEEKS WISECRACK 


“So your P.R. department 

a@ news room? Why 

they'll be subbing their 
own hand-outs next.” 
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For real Younger’s hold 
coverage by . sole rights in 
film advertising 4 


you must 


include the || @ _—of the 3,100 


independent :. independent 


cinemas ft cinemas 


AVERAGE COST 2j- PER 1,000 ACTUAL VIEWERS 


Full details from DANIEL F. WARNOCK, Director of National Sales 


Younger Budget Films & Filmlets 


YOUNGER PUBLICITY SERVICE LIMITED [ipmg:| 28 ALBEMARLE ST. LONDON WI. REGENT 6593 
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Canberra record made ad. news 


Their Coronation 


plans 


The Hercules Coronation advertis 
ing programme includes a full page 
in the Daily Herald on Coronation 
Day and a full page in the News 
Chronicle the following day, June 

Similar ads. in full colour will 
appear in the Coronation issues of 
weekly magazines. 

Large Hercules’ poster sites in 
London are carrying a patriotic 
design in which the Windsor and 
Balmoral models are featured. 
Coronation dealers’ poster (in two 


sizes) is being distributed. Reid 
Walker Advertising Ltd. handle this 
account, 


Air travel ads. 


John Haddon & Co., Utd., are 
handling the advertising for the 
opening this week of the new 
Northern air network, operated by 
Hunting Air Transport LAd., 
between London and Newcastle. 

National press and provincial 
papers covering the Newcastle and 
Glasgow areas are being used. 


Shirt account 


T. B. Browne Ltd. state they have 
relinquished the advertising of Hill 
Brown Lid. and Wood Brothers 
(Glossop) Ltd., and have therefore 
ceased to act as the advertising 
agents for Masterwood Shirts, 


First 
class 
only 


A top-level salesman with out- 
standing selling ability is re- 
quired by one of Britain's largest 
and most progressive publishing 
houses to represent a leading mass- 
selling periodical. 


The post is for a man with 
rsonality and imagination, a 
lair for presenting big space 
selling ideas, the ability, drive and 
determination to initiate and see 
them through and the capability 
to sell to top business executives. 


While a publishing-house 
or advertising background would 
be an advantage, wide selling 
experience is most essential. The 
applicant, who should be under 
40, may at present be holding a 
position as a sales manager or 
sales executive 


The salary and conditions 
of engagement to the right man 
will be generous, with promotion 
to managerial level once he has 
proved his selling ability 

All applications will be 
treated with the strictest confi- 
dence and only men with a good 
sales record and experience will 
be considered for interview, 


Write to Box 4652 
Advertiser's Weekly, 130 Fleet Street 
London, E.C.4 


{ 


News of the new 12-mile altitude 
record set up by the English Electric 
Canberra, released in time for the 
London evening newspapers on Fri- 
day, was accompanied by advertise- 
ments booked in advance by English 
Electric, Castrol and Shell. 

The English Electric ad. occupied 
the whole of two columns in the 
Evening Standard, and similar spaces 
were taken in Monday's Manchester 
Guardian, Liverpool Post and The 
Times, Service Advertising Ltd. 
handled the scheme. 

Phe original attempt was scheduled 
for the middle of this month, but 
fine weather enabled the flight to 
be made on Monday last week. 
News of this was released to the 
advertisers on Tuesday but the 
figures had not been compiled. 

English Electric sent several adver- 
tisements to the four papers on their 
schedule, but the headline in terms 
of miles was left blank. Several 
alternative blocks were provided 
mentioning various figures from 114 
to 124 miles. The full details of 
the record were not known until 
10.30 on Friday morning. 


Footwear firm’s 
policy change 


Advertising for the first time in 
28 years are J. Sears & Co., Ltd., 
the parent company controlling 
Freeman Hardy & Willis and the 

rue Form Boot Co. 

They have appointed Legget, 
Nicholson & Partners Ltd. to handle 
the account who. state that the 
change in policy is due to “a ‘new 
and more forceful direction in sell- 
ing.”” The main campaign will break 
in September. 


. * ll, 
for Orange 


Inspecting an advertisement prepared for the new Outspan oranges’ cam- 
paign by Mather & Crowther Ltd., are (left to right): lan Kerr-Cross, of 


the South African Co-operative Citrus Exchange; A. 


account executive; and W. F. C. 


E. J. Stratton, the 


Morton, of the Senior Trade Commis- 
sioner’'s office at South Africa House. 


The occasion was a party given by 


the Citrus Exchange at which the two films, “Growing South African 
Oranges” and “Operation Outspan,” were shown. 


Banana topped - 
the poll 


Extensive consumer research 
spread over a period of 15 months 
is behind the launching by Brown 
& Polson Ltd. of a new 5-pint 
corntlower pack containing § three 
new flavours 

The survey showed that the most 
popuiar flavour for cornflower is 
banana followed by raspberry, pine- 
apple, strawberry, caramel and 
vanilla. (To-morrow’s Topics, April 
30). 

The new pack inc'udes the three 
new flavours of banana, caramel 
and pineapple. The colours of the 
pack are blue and g''. Emphasis 
has been laid on the uames of the 
flavours which are printed on the 
front and sides of the carton. The 


NEW ACCOUNTS: 


Derrick Advertising Ltd: 


London evenings and 


(Newcastle). 


NEW CAMPAIGNS: 


Press Exchange Ltd) 


(John Haddon & Co., 


e AT A GLANCE e 
ACCOUNTS MOVING: 


The Fowler Casing Company and ‘he Dorset Bacon Com- 
pany to Paul E. Derrick Advertising Ltd 


George Brigden & Co, Ltd., makers of Pets dog and cat 
foods; Investment Managers & Secretaries Lid. for Paul & 
Henry 
(sausages) for Wilfred Tisbury 
southern — pro /incial 
Bernards (House Furnishers) Ltd. for S. ¢ 
(Liverpool); J, Sears & Co. Ltd, for Legget Nicholson & 
Partners Ltd: Newspaper Society, Bond Street Association, 
New Coconut Grove, Mercantile Marketing Co.. Ltd. and the 
Gloria Cake & Biscuit Co. for F 
son & Sons, timber merchants, for Doig Advertising Ltd 


Alvis cars (John Haddon & Co., Ltd.) nationals, illustrated 
weeklies and motoring press: 4711 solid Eau de Cologne (S. 1 
Garland Advertising Ltd.) women’s weekly and monthly maga- 
zines, Daily Sketch and Sunday 
national 
Observer, Punch and The Listener; Bard's jellies (Samson Clark 
& Co., Ltd.) London evenings, 
Outspan oranges (Mather & Crowther Ltd.) national and pro 
vincial press: Brown & Polson’s cornflour (Masius & Fergusson 
Ltd.) full pages in golour in Woman and Woman's Own; Her- 
cules cycles (Reid Walker & Co., Ltd.) full pages in national 
dailies and weekly magazines; Hunting Air Transport Ltd. 
Ltd.) national press and provincial news- 


papers: Regency sherry (Osborne Peacock & Co., Ltd.) national! 
magazines: Army recruiting (London Press Exchange Ltd.) 
posters 


Denny & Sons Ltd. 
& Co., Ltd. (arge spaces in 
newspapers): 
Peacock Ltd 


John Roe Ltd; F. H. Thomp- 


Sketch; Dent-Odol (London 
dailies, Sunday Times, The 


provincial and trade press: 


character of the family name has 
been retained but modernised. 

Advertising, handled by Masius 
& Fergusson Ltd., starts next month 
with full pages in colour in Woman 
and Woman's Own. A display sell- 
out container to hold 12 of the 
packs is being distributed. 


Three additions 
to Odol range 


Three new developments in the 
Odo! range are being introduced by 
Cranbux Ltd. Advertising in the 
national daily and class Sunday 
newspapers together with Punch and 
The Listener is to be used for a 
new Is. 4d. size Dent-Odol denture 
cleanser. 

Also being introduced is Odol 
chlorophyll dentifrice selling at 
114d. and packed in a counter dis- 
play box. Odol mouthwash — is 
being marketed in a new Is. Ild. 


size Trade press advertising is 
being used to announce the develop- 
ments, The agents are London 


Press Exchange Ltd. 
New angle for 
recruiting poster 


In what is described as an attempt 
to break away from the traditional 
direct’ recruiting appeal—*You're 
Somebody in the Army” and “Join 
the Modern Army” type of poster 

the War Office has issued a new 
poster for Coronation year. 

With the words “We Proudly 
Serve,” it pictures two soldiers, one 
in ceremonial dress and one in 
battle kit. 

The artist was Eric Kennington 
and the poster is being distributed 
throughout the country in 16-sheet, 
double crown and card form. The 
campaign is handled by London 
Press Exchange Ltd. 


Cool waters 


Widespread advertising starts next 
week for the new 4711 solid Eau de 
Cologne being launched by 
Reuter Co., Ltd. 

The initial campaign includes full 
pages in Womar and Woman's Own 
and half-pages in the Daily Sketch. 
Also on the schedule are a wide 
range of women’s. weekly and 
monthly magazines. A new roof 
card has been prepared by S. 
Garland Advertising Ltd. for the 
London Underground The cam- 
paign will run throughout the sum- 
mer 
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Facts and figures about 


screen Advertising in the 


North-West | @ — 


evuleeiiiiazatitinndasudaee ies Os Lancashire 
‘PY oe 258 CINEMAS 


CINEMAS: In Lancashire, Cheshire and the Peak 
District, Theatre Publicity can give comprehensive 


coverage for a filmlet campaign in 320 cinemas, of 


which 57 are in the Odeon/Gaumont circuit. 


COVERAGE: In any week, the average number of 
admissions is 1,750,000— representing 27°, of the total 


population in the area. 
SHOWINGS: In addition to exhibition at weekday Cheshire r 
OLOHAM “7 
performances in all cinemas, your Screen 5/7 CINEMAS MANCHESTER 7._ 
Advertising is also shown on Sunday in the 6 oss0° 
‘ . KNUTSFORD 
COST: A campaign for 6 months in all of SELESHERS PORT Y s 
\ MACCLESFIELD 
CHESTER 


\ “o 
BUXTON , 


— 
po 
~ F ate. 


ircui \CiverPoo. WARRINGTON. 
Odeon, Gaumont circuit. aes 


the 320 cinemas would cost about £4,590 for y 
\ 


1 af e iit; e ‘ > ate 2 act 
jfilmlet exhibition on an alternate week basis, crewe gp 


and would give a total number of impacts NANTWICH 
just short of 22,700,000. 


mono 


\ 
ad This map shows how 


comprehensive coverage 
of Lancashire and Cheshire 
2 . 1 the Peak District can be 
This is a specimen of the way screen advertisi ; sie 
pec y' d ertising can be used for a regional edhteeed with £30 clases 
campaign. Whether you are interested in a campaign to give national, 
regional or local coverage—you can rely on the co-operation and advice 


of Theatre Publicity’s creative and distribution staffs to ensure top flight out, 
production and exhibition. 


THEATRE PUBLICITY LTD - Leading Screen Advertising 


A COMPANY WITHIN THE J. ARTHUR RANK ORGAN ATION 


HEAD OFFICES: 124-128 FINCHLEY ROAD, LONDON NW3 (HAM. 4424) ge SALES & PRODUCTION: FILM HOUSE. YW/YAROOUR STREET, LONDON, W1 (GER. 9292) 
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PARLIAMENT ak 


BOTH SIDES 
SPEAK 


Durinc the debate in the House 


of Commons on Friday, which led to 
the withdrawal of the Press Council 


Bill, May 8, 1953, striking tributes 
were paid by both Tory and Socialist 
M.P.s to Lord Beaverbrook and _ his 
newspapers and also to the high 
standards and integrity of the Press 
in general. 


Here are two extracts from the 
Hansard report of the debate: 


MR. TOM DRIBERG (Soc., Maldon): 


I am with the hon. Member (Mr. Beverley Baxter) 
in what he says about sensationalism, and I said 
something similar in my speech. But since he 
has mentioned the Sunday Express and at the 
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Ind THE PRESS 


same time has said that mass circulation cannot 
be obtained without sex sensationalism surely 
he will agree that the Sunday Express is one 
paper which has shown that mass circulation 
can be achieved without these sordid contents? 


ADVERTISER'S WEEKLY 


MR. BEVERLEY BAXTER (Con., Southgate) : 


I am grateful to the hon. Gentleman (Mr. 
Driberg) for mentioning the Sunday Express. 
Whatever charges may be made against the 
Express newspapers for being too harsh, or too 
critical or anything like that, there are one or 
two things about them in respect of which I 
am very proud to be associated with them. 
One is that we may say anything against 
Lord Beaverbrook, and it is published. He 
would never side-step anything said against him. 
Another thing is that with his background of 
the manse—which has produced some very 
great financiers—he has said, “We will publish 
lively newspapers and vigorous newspapers, and 
papers which appeal to the popular taste. But 
we will not go in for pornography.” And I 
am proud to have been associated with him 
throughout his career. 
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‘Illustrated’ tie-up with trade 
journal in campaign for toys 


One month before Christmas 
in a Special enlarged issue dated 
November 28. Illustrated will 
publish an important editorial- 
advertising feature devoted to 
toys and games. 

The feature will appear as a 
self-contained section in the nor- 
mal issue of the magazine. 
Editorial contents will provide 
parents with a complete survey of 
possible presents for youngsters 

Carefully selected advertise- 
ment positions, varying from 
quarter single column to whole 
page, have been chosen to afford 
advertisers the maximum of 
reader attention 

Not only will /Jlustrated’s fea- 
ture aim to stimulate the buying 
public; an integrated plan devel- 
oped with The Toy Trader and 
Exporter will assure advertisers 
of dealer impact. 

The September issue of The 
Toy Trader and Exporter will 
carry a special supplementary 
section devoted to Illustrated's 
feature, and retailers will be urged 
to stock up lines appearing tn it. 

Advance copies of the Novem- 
ber 28 issue of Ilustrated will 
be posted to toys and games re- 


tailers throughout Britain. with 
suggestions for their use in tied-in 
window displays 
Specially designed window and 
counter display material will be 
offered free of charge to stores 
planning displays of products 
appearing in the feature 
* o2 


a 
The net sale of the Daily Express 
in April was 4,088,078 copies a day, 
an increase of 59,583 copies daily 
over the figure for April 1952. 
* * ¥ 


The net sale of the Daily Tele- 
graph for April was 1,001,206 daily. 
# ¥ ¥ 


Machinery Lloyd's special 
to Canada contains no fewer than 
258 pages, of which about half are 
manufacturers’ advertisements. For 
the benefit of French Canadians, 
the buyers’ guide is followed by a 
French translation of technical 
terms, 

¥ % 

A four-page separate supplement 
in last Friday's News Chronicle 
gave details, together with plans and 
drawings, of their “Win a House” 
competition, entries for which closed 
yesterday (Wednesday). More than 
half of the supplement was occupied 
by advertisements from manufac- 
turers of paint, materials, appliances, 
builders, and building societies. 


A Bonnie Display 


by 
PYTRAM 


This princely model reveals the remark- 
ably high artistic quality achievable in 


Pytram displays. 


Fully modelled 


and 


moulded throughout in Rubber, it is a 


work of art 


in both modelling and 


colouring. Modelled from an_ original 
painting with every detail of the costume 
perfectly reproduced, this display proves 
that Pytram creates prestige as well as 


sales. 164 in. high. 


Send to-day for your copy 


of 


the illustrated Pytram Folder on 


advertising models. 


for ‘live’ publicity 


LIMITED, DUNBAR ROAD, NEW MALDEN, 


SURREY 


Telephone : MALDEN 3225/7 


issuc 


This is the ga) to “Punch’'s” 
special Coronation Number, to be 
published on May \8 with 64 pages 
in coiour, 
# 4 * 

Ihe Coronation issue of Homes 
& Gardens runs to 172 pages, and 
is the largest produced in the 
of the magazine Ihere is a full 
colour front cover featuring a 
portran of the Queen against a 
background of scenes from her 
family life. Metallic gold ink has 
been used with great effect. There 
is a special gravure supplement 
devoted to the life of the Queen 
There are 87 pages of advertise 
ments, 23 in full colour. 


cover 


history 


Provincial press 


There are more than 100 pictures, 
including the coloured portrait cover 
of the Queen, in the 72 pages of the 
Yorkshire Post Coronation Supple 
ment, now on sale at Is. 6d. Con- 
tributors include the Archbishop of 
York and the Sacrist of West- 
minster Abbey There are over 20 
articles dealing with wider aspects 
of the Coronation, and an extract 
from the Leeds Mercury of June 
30, 1838, describing the Coronation 
of Queen Victoria. 

» # ” 

In the last newsprint rationing 
period (ended April 30) Kemsley 
Newspapers’ weekly Stockport Ex- 
press again took its fuli quota of 
newsprint, plus an allowance of six 
extra pages applied for and received 
for election purposes. The latest 
circulation figure for the Stockport 
Express is 35,155. 

* + 7 

An entry of over S00 has been 
received for the Mlustrated Leicester 
Chronicle's Coronation Competition 
for the best-looking children born 
on or between the birthdays of 
Prince Charles and Princess Anne. 
£100 in prizes is offered. 

* ¥ * 

The Glasgow Evening News 
carried an Il-page survey of Glas- 
zow housing, strongly supported by 
32 columns of local advertising 
The survey, which was well illus- 
trated, formed part of a 24-page 
issue and appeared in all 142,000 
copies of the paper. 

* * * 

Last week the Manchester Even- 
ing News, which recently switched 
from small to full-size format, 
published its first full-page adver- 
tisement in a large-size paper for 14 
years. It was for a furnishing store. 

* * * 

Last Thursday's Northern Des- 
patch carried a separate four-page 
“Fashions for Men" supplement, 
supported by a good store-adver- 
tisement content. 
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We Hear 


Irish Actors’ Equity, representing 
actors and variety artists, is seeking 
improved rates of pay for artists 
employed on sponsored radio pro- 
zrammes. Discussions are expected 
shortly between Equity and the 
Irish Association of Advertising 
Agents. 

¥ * 

Complaints that some iron- 
mongers were failing to stand by a 
recent decision not to show display 
material relaung to gift schemes 
were made-at a meeting of the 
Bristol Oil and Hardware Asso- 
c1auon 

: * - 

A half-page space in the Dail) 
Express on Coronation Day has 
been booked for Britvic pure fruit 
juices, which are handled by Auger 
& Turner Ltd. 

# * * 

The Joint Industrial Council of 
the Printing and Allied Trades is 
to hold a second Young Printers’ 
Conterence in September. 


Winning window 


Bentalls Lid. of Kingston, won 
the first prize of £50 in the Gossard 
window display competition. The 
first prize of £50 in the category 
for firms employing less than six 
people in their corset department, 
went to Owen Owen Lid., of 
Liverpool. 

a * * 

Three cheques of £100 each were 
presented to the three winners who 
shared first prize in the recent Star- 
line Chinese Lacquer competition, 
by C. H. Higgins, sales director. 
Presentation was made in the offices 
of Crossley & Co., Starline’s adver- 
tising agents, 

* * * 

Lancashire County Planning Com- 
muttee intends to take the necessary 
steps for the removal of “certain 
offending signs visible from the main 
roads” in its rural areas. 


Three star sign 


A new electric sign for Martell 
brandy has been erected on the side 
of = Peter Robinson's store in 
Leicester Square. Peter Robinson, 
who own the site, have occupied it 
themselves for the past three years. 

* * * 

A five-colour window streamer 
urging the public to have their radio 
valves tested well in advance of the 
Coronation, is included in the 
Mullard range of topical display 
material issued to dealers. 

* * * 

The designer of the British Ropes 
Lid. stand at the B.I.P. at Castle 
Bromwich was John Lansdell, and 
not John Lonsdale as previously 
reported. 


ADVERTISING 
DIARY 


Friday, May 15. 

BRITISH ASSOCIATION OF 
TRIAL Eprrors annual 
Hastings (until Sunday) 

Saturday, May 16. 

British Feperation oF 
PRINTERS annual congress 
mouth (unti) Wednesday) 

Thursday, May 21. 

Pusticrry CLUB oF 
Luncheon the 
London. Café 

Pusuicrry CLUB OF NEWCASTLE 
Noe! Hartley on “Funny 
about ships.”” Crown Hotel 
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May 14, 1953 


against film 


companies 


The stand of the Beaverbrook 
Press against the attempt by film 
companies to suppress critics, 
was praised and endorsed at a 
meeting of the National Council 


of Civil Liberties. 

Without dissent the meeting 
passed a resolution urging all 
members and affiliated societies 


of the council to call on the film 
companies to end the attempt to 
influence criticism by withdraw- 
ing advertising. 


‘Eagle’ window 
display awards 


Prize winners in the Eagle 
National Window Dressing Com- 
petition have been announced. 

In the Class A, for independent 
retailers with up to two shops, the 
first prize of £50 went to Chadds’, 


of Norwich. In Class B, for 
departmental stores, Co-opera- 
tives, and multiple concerns, the 
£50 was won by Owen Owen 
Ltd.. of Liverpool. There were 
also second prizes of £20, third 
prizes of £10, and highly com- 


mended awards. 

The competition was judged by 
Arthur J. Svmes, editor, Display; 
D. St. Julian Bown, display con- 
sultant, W. H. Smith & Son Ltd.; 


and Marcus Morris, editor of 
Eagle. 
s 

A.B.C. MEMBERS 

New members of the Audit 
Bureau of Circulations are: Pub 
lications: Clare Champion, 
Leamington, Warwick,  Kenil- 


worth & District Morning News, 
Rugby Advertiser (Tuesday 
edition), Social and Personal, 
Tipperary Star. 


Advertiser: Middleton Tower 
Holiday Camp Ltd. 

Advertising agents: Ripley, 
Preston & Co., Ltd., Murray 


bog Ltd., 
. Ltd. 


Wilson Hartnell & 


Big ad. tie-up with 


Silverstone 


Over 150,000 went to Silverstone 
on Saturday for the motor racing 
sponsored by the Daily Express. 
Commentaries throughout the after- 
noon were broadcast by the B.B.C. 
Jaguar, Shell and Champion spark- 
ing plugs were among the adver- 
tisers who took large spaces linking 
up with the event in the Sunday 
newspapers. A souvenir programme 
of the event also received consider- 
able advertising support, 


Bowls match 
The eightecnt h 
match between 


annual bowls 
teams representing 
advertising agents and press repre- 
sentatives for the Belfast News- 
Letter trophy will be held on Wed- 


nesday, June 10, at Parsons Green. 

Jack Bottell, Alfred Pemberton 
Ltd., 93 Park Lane, W.1, and 
Albert Farr, Psychology, 449 Strand, 
W.C.2, will captain the teams, and 
intending players should contact 
them. 


| 
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charge, one line plus 9d. covering 


postage, Series 
advertisements under seven insertions MUST BE PREPAID. 
Weekly,”” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 


40s. per display panel tach. 


35s. per display panel inch, All other 
inch. Minimum, 3 lines. Box \» 
rates on application: all 

Address “Advertiver's 


25). 


. APPOINTMENTS VACANT 


Sitaations Vacant: “The 


of per aswering 
be made through a Local Office of the Ministry of hebeer or a Scheduled Employ 
Agency @ the applicant ls a man aged 15-64 inclusive or a woman aged 18-59 inclusive 
catem Go cr in, Oo Satestee of Vasunsies Gvaat 


these advertisements must 


McCann-Erickson 


require a 


JUNIOR 
TYPOGRAPHER 


He must be at present practis- 
ing typography, preferably in 
an Agency. The position pro- 
vides interesting and varied 
work--both print and press 
on National accounts and a 
great opportunity to gain 
typographical experience. 
Applicants should be really 
interested in type and have 
practical copyfitting experience. 
Please write for appointment 
to: 


THE GENERAL MANAGER 
McCann-Erickson 
ADVERTISING LTD. 
Brettenham House, Lancaster 
Place, W.C.2 


EVERETIS are 
good young layout 
years sound 
work on a 
accounts 


agency 
number 
Please write 
Manager, Everetts 
10, Hertford Street, London 
4 YOUNG LADY required tor 
ing and progressive 
city Departmen of 
electronics company, 
tunity for the right 
be well educated 
modern offic 
viously in 


experience 
of 
to 
Advertising Lid 
wW.l 
interest 
position in Publi 
leading 
Excellent 
appiicant 


oppor 


routine, if 
publicity but 


possible 
not 


pre 
essential 


Shorthan! typing Good salary, con- 
genial conditions and pension scheme 
Write in first instance giving full de- 
tails. inc 


Ref. K 
Box 4588 Ad 
LARGE GROUP of paper 

require first class copy 
artist who can also supervise the mak 


ing of machine and hand-cut rubber 
stercos Prospects excellent Position 
pensionable rite giving full details 
and salary requir 


looking for two or three 
men with about 4 
to 
interesting 
the Studio 


London 


Must 
and expericneed in 


uding age and salary required 
of 
Weekly 180 Fleet St EC4 


convertors 
and design 


red. 
Box 4590 Ad. Weekly 180 Fleet St EC4 


London Agency requires 


EXECUTIVE cum IDEAS MAN 


Mainly to handle National 
Medical Account. Must be fully 
experienced in layout, typo- 


graphy and general administra- 
tion. He will be required to 
initiate ideas, write captions, 
Suggest copy themes, prepare 
adaptations and co-ordinate pro- 
duction. Applicants are invited 
to apply in confidence giving full 
details of past experience and 
salary required. 


Box 467! 
Advertiser's Weekly 180 Fleet 8t EC4 


s 
from the provisions of the 
Order 1952." 
FIRST CLASS PRODUCTION MAN 
with agency experience wanted for 
our Birmingham branch Io take 
charge of al! mechanical production 
of a group of accounts Experience 
in clent contact desirabic bull 
details and salary required to 
Managing Director, Ripley, Preston 
& Co,, Lid., 4 Carmelite Stree, 
London, EC4 
TECHNICAL WRITER required by 
Manchester Advertising Agency Io 
edit and write sales literature and ad 
vertisement copy for enginecring 
accounts Experience in compiling 
instruction books an advantage Sound 
enginecring background essential with 
degree for preference Permanent 
appointment, with prospects for a 
man of ability Write stating age 
qualifications, experience and = salary 
required to Chairman, W. Hopwood 
& Co, Ltd., 67a Mosley Street, Man- 
chester, 2 
A VACANCY will shortly occur with 
London Letterpress Printers for a lady 
who is conversant with printing Must 
be good at figures and invowe check- 
ing Capab! working on own iniua 
tive § day week, with good salary 
and prospects Write stating age, 
experience and salary requwed w 
Secretary, Eslick Printing Co, 40 City 
Road, E.C.1 
MOTOR MANUFACTURER = requires 
young keen reporter for factory work 
magazine liaison. Must be prepared to 
live in provinces Own car an asset 
Salary in accordance with age and 
experience 
Box 4625 Ad Weekly 180 Fleet St K4 


Benson’s 


need a 


LETTERING 
ARTIST 


with several years’ 
experience on finished 

layouts for Clients 

Applicants should send 


details of experience, age, 
salary required, etc., to 


THE STUDIO MANAGER 
S. H. BENSON LTD. 
KINGSWAY HALL, LONDON, W.C 2 


| 
| 


PUBLICITY OFFICER. A Moinvfacturer 
of Domestic Gas applia nvites 
applications for the pos Publicity 
Officer Applicants must ba a wide 
knowledge of all forms i licity 
and capable of handling «x! ¢ detail 
work The position calls | ability to 
write teohnical copy : involves 
Periodical visits to al! pa of the 
Country with members Salcs 
Force to discuss with mers win 
dow display and ot publicity 
schemes Position is nemt and 
pensionable Send f letails ot 
experience, age and sala ed in 
onfidence to Per M anager 
Parkinson Stove Co, Lid. Iron Lane 
Stechford, Birminghan 

Weil KNOWN SCREEN Printers 
specialising in Showeard 1 Pointof 
sale Display Units desir niavon 
in London and Province Apply 
Box 4643 Ad. Weckly im) Flect St BC4 


’Phone your Classifieds to CHA 8844 (Ex 25) 


ARTIST-VISUALISERS. 


-XPERIENCED 


ADVERTISER'S WEEKLY 


‘Express’ stand | CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 6d. per line. 
APPOINTMENTS WANTED. 3s. per line, 
classifications, 4s. per line, 458. per display = 


Oppertunity 
preferably 
the tech 

London 


for 
with 
nical 
living 
in ie 
vant 


first 
a fair 
subject 


costs 


class 
for 
to 
by 
provinces 


visuailisers 
enlivening 
offset high 
working a. top fates 
"lease forward rele 
details about yourself and a few 
recent specimens which will be care 
fully handied and returned Cogent 
Advertising Service rinity House, 
Inmnity Street, Coventry 
VISUALISER AND 
LAYOUT ARTIST required by pro 
gressive studio. Write giving full detai's 
and salary to 
Box 4544 Ad. Weekly 180 Flee: St ECs 


LONDON WEEKLY PERIODICAL hay 


vacancy for Advertisement Representa 
live Candidate should be of good 
address and educatwn and have a 
proved sales reoord with publisher of 
repute Age 84° Remunctaton 
£1.4500. Full particulars of qualifications 
and experience to 


Box 4638 Ad. Weekly 180 Ficet St BC4 


Top rank Agency requires 
another 


ACCOUNTS 
EXECUTIVE 


This appointment calls for 
fledged Agency man. Age 
around 30 years. Tactful, 
resourceful, ambitious. 
Must have gone past his 
apprenticeship and reach- 
ed the stage when he is 
ready to move from 2nd- 
line handling to full 
national account control. 


All details and salary 
required to: 
Box 4650 
Advertiser's Weekly 186 Fieet 61 EC4 


SECRETARY 


wo 


COPY /MAKE-UP 


EXECUTIVE = required 
fashion and commercial 
This is a post of rea 
ponsibility demanding energy, initiative 
and organising ability with a flair 
for detail A knowledge of fashion 
trends an advantage Generous salary 
to suceessful applicant Write in first 
instance giving full details to Box C2, 
Artist Partners Ltd 44a Dover 
Street, W.1 
JUNIORS 
be willing 


by leading 
Photographer 


(beginners) required, 
to make themeeclves 
useful Ample encouragement and 
facilities to learn commercial art 
Apply Hawke Studios Lid., 22 Chenies 
Street, WC. 


niust 


CLERK, 
three technical 
experience, 


male, re 
monthlies 
age and salary 


quired for 
Details of 
required to 


Box 4627 Ad. Weekly 180 Fleet St BC4 


WOLVERHAMPTON 
EDUCATION COMMITTEE 


Applications are invited for 
following post at the College of Art 

Assistant in the Commercial Design 
Department. An experienced Designer 
‘s required preferably with industrial 
andlor teathing experience 

Salary is Burnham Technical Scale 
Grade A or B according to experience 
and qualifications 

Application forms from the Director 
of Education, Education Offices, North 
Street, Wolverhampton, to be returned 
by 27th May 

Examples of work should be sent to 
the Principal, College of Art, St. Peter's 
Close, Lichfield Street, Wolverhampton, 
by the same date. 


F. LONSDALE MILLS, 
Director of Education 


the 


SPACE SALESMAN 


or = representation 
wanted in London for the Blackpoo) 
Tower Souvenir Apply to: L. 


A 
Lyons, Squires Gate Airport, Blackpoo! 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


FIRST CLASS PRODUCTION MAN 
requiced by West End Agency to buy 
blocks and typesettings, ctc., and super- 
vise copy despatch on group of im- 

ortant accounts. Full particulars to 
x 4630 Ad. Weekly 180 Flee: St EC4 

YOUNG MAN, aged 22-30 years, re- 
quired by large banking organisation 
to take charge of Publicity. Perman- 
ent position with prospects (pension- 
abie) Eaperience esscntial—-preferably 
in = department of a Com- 
ger where applicam handied both 

uts and copy Write giving full 
details including salary required, w 
Box AW Pas c/o 191 Gresham 


OPPORTUNITY ‘© young man, 20-25, 
to join busy Publicity team of wel 
known Engineering firm in SE 
Must be creative and have a flair for 
layout. Varied and interesting work 
under congenial conditions. Apply 
Box 4624 Ad. Weckly 180 Pleet St E'4 

CLASSIFIED ADVERTISEMENT MAN- 
AGER, must be first<lass with estate 
experience 
Box 4634 Ad. Weekly 180 Fieet St EC4 

LADY REQUIRED shorthand typing 
and general office routine, for growing 
publishing office. Interesting job with 
excellent prospects. Telephone MON- 
arch | Re aa 

GENERAL ARTIST for London studio; 
prince y ical acoounts Re- 
touch lettering, line drawings and 
display material, etc. Intelligence and 
ability only criterion. Good = sare and 

rmanency for the right 
on 4637 Ad. Weekly 180 Fleet St EC4 


Digby Wills 


A small but rapidly 
growing agency want two 
more tip-top men who will 

fit in with a hard working 
but happy team. 


A PRODUCTION 
ASSISTANT 


A fully experienced production man, 
© work with a director. 

alice w deal with client detail and 
correspondence. 


A LETTERER 


Capable of a good —_ dom both 
rowgh and finished le 
Apply by letter to 
The Managing Director, 
Dieby Wills Lid, 
113 High Holborn, W.C.1. 


ADVERTISING AGENCY, long ecstab- 
lished in the North West invites appli- 
cations from young Account Executives 
who arc capable of sustaining the pro- 
fessional character of good advertising 
practice and also prove to be a suc- 


cessful “business-getter™ A sound 
connection amongst manufacturers in 
the North of England is desirable, 


therefore experience in a similar agency 
position of as @ representative for a 


Newspaper or magazine of good 
standing would be helpful. Write in 
confidence giving experience, present 


salary, age, and a bricf outline of 
capacity for impressing new clients and 
securing accounts, to Managing Director. 
Boa 4664 Ad. Weekly 180 Fleet St BC4 


A FIRST CLASS and 
EXPERIENCED 


SCRAPER 
BOARD 
ARTIST 


IS REQUIRED BY ONE OF 
LONDON’'S LEADING 
STUDIOS 

Please apply to : 


Box 4472 
Advertiser's Weekly 180 Fleet 8: EC4 


\ 


346 


CLASSIFIED ADVERTISEMENTS 


Situations Vacant: ‘The engagement of persous answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


he or she, or the employment, 


is excepted from the provisions of 


Notification of Vacancies Order 1952." 


Experienced Copywriter Required 


An unusual opportunity occurs for an experienced, 
sound and versatile copywriter to join our staff. 
The post is a permanent one with good prospects. 
The most important part of the work involved 
the writing of press advertising copy for important 
national advertising accounts, and it is largely on 
this basis that the evidence of experience, and 
ability of applicants will be assessed. 


Please apply in writing, giving your age, details 
of experience, and salary required, 


THE SECRETARY, SAWARD, BAKER & Co. Ltd. 
27 CHANCERY LANE 


> * TONDO, WZ 


REPRESENTATIVE $ required ww sell 
space on established London newspaper 
tweekly?. Should have connections 
with Estate and Business Transfer 
Agents and used car dealers. Write 
giving details of expericnce, age, ctc., 
to 
Box 4642 Ad. Weekly 180 Fleet St EC4 

VOUCHER CHECKING CLERK (male) 
required. Must have agency experience 
Phone GER. $482 for appointment. _ 

NEWSPAPER PUBLISHERS require a 
cepresentative for their London Office 
advertisement department Experience 
of financial advertising (Company Mect- 
ings, Prospectuses, Insurance) is essen- 
tial Write stating age, expericnce, 
eto. 

_ Box 4644 Ad. Weekly 180 Fleet St BC4 

ATTRACTIVE opening occurs for well 
educaicd young lady as secretary in 
Fleet Street printing office. Shorthand 
typist with, preferably, some knowledge 
of printing pe particulars and 
salary expected 
Box 4645 Ad Weekly 180 Fleet St EC4 


WANTED NOW... 
TWO OR THREE FIRST 
CLASS GENERAL ARTISTS 
Good small lettering essential, 
ability to handle realistic figure- 
work andlor retouching an ad- 
vantage. 
Write stating age, experience 
and salary required to 

Mr. G. A. KING 


STUDIO K 


17 Berkeley St., London, W.! 


TRAINEE ASSISTANT to Advertising 
Manager of leading footwear distri- 
butors wanted. Age about 24-25. Basic 
expericnce of advertising and print 
production, and the ability tw prepare 
rough layouts and copy casential. Ex- 
ceptional opportunity, with good pros- 
peets for a man prepared to work 
and prove himself. Write in confidence 
stating age, cxpericnoe, salary required 
to Box No, T.A. 69, 10 Hertford 
Street, W.1. 

ADDITIONAL REPRESENTATIVE re 
quired by well established West End 
Commercial Art Studio. Telephone for 
appointment, GER 6721 

GENERAL ARTIST for studio WC1 
Good figure work essential Write 
detailg and salary required. Also first 
class ilettcring artist - ac for 
occasional free lance wor! 

Box 4663 Ad. Weckly 180 Feet St EC4 


FRODUCTION MANAGER for London 

Advertis.ng Agency Wide experience, 

H drive, accuracy, and knowledge of print 

(all kinds) essential. Good salary and 
permanent post available 

Box 4641 Ad. Weekly 180 Fleet St EC4 


OSBORNE-PEACOCK 


require a 


TYPOGRAPHER 
with 
agency experience 


Apply Art Director 
O.P. 26a Albemarle St. W.1 
HYDE PARK 8911 


NORTH-WEST GROUP of Weeklies are 
booking for live-wire advertising and 
production experts, Under 40 and a 
background of creative experience and 
enthusiasm. Full details and photo- 
graph to 
Box 4666 Ad. Weckly 180 Fleet St BC4 

THE DIRECT MAIL CENTRE LID. 
has a vacancy for another junior short- 
hand typist. Good prospects of pro- 
motion in an expanding business 
Write (typed application), stating age, 
experience and salary required Also 
receptiomsi-telephonist (some typing an 
advantage): to 6, Grays Inn Road, 
Holborn, London, W C.1 

A YOUNG LADY REQUIRED for 
Space and Block Invoice Department 
Previous experience preferred. Must be 
able to type and accuracy in figures 


essential. S-day week. Holiday arrange- 
ments respected. Call Crane Publicity 
Lid., Quality House, Quality Court, 


Chancery Lane, W.C.2 

LARGE MANUFACTURERS with West 
End offices seck services of young 
person with experience of an Accounts 
Department who would be interested 
in joining the Advertising Department 
to look after financia| adminisiration 
Preparation of graphs and gencral 
collation of statistical data. The position 
offers scope for initiative with good 
Prospects. Please state age, experience, 


salary required 


Box 4665 Ad. Weekly 180 Fleet St EC4 


May 14, 1953 


APPOINTMENTS VACANT 


EAST AFRICAN STANDARD, Process 
Deparument, Nairobi, require an all- 
round man capabie of assisting and 
controlling Asian and Nauve Labour 
in the production of Half--Tone, Line 
and Coloug Work, a'so the making of 
Deep Etch Negatives and Positives. 
Starting pay and a.owances £1,100 
p.a Apply with details of age, 
experience, etc., and copies of refer- 
ences to Davis & Soper Ltd., 52 & 


S4. St. Mary Axe. London, E.C.3, 
SECRETARY SHORTHAND TYPIST 
required by smal! West End Agency, 
essential requirements attractive per- 
sonality, ability for hard work, fast 
typing. Salary aoocording W ability. 
Please write in strict confidence to 


Box 4668 Ad. Weekly 180 Fleet St EC4 
DISPLAY MAN wanted for leading Cos- 
metic House able to book and install 
own disp'ays London and Home 
Counties. Car provided. Unlimited scope 
for energetic man to create a possibile 
display service for the United Kingdom 
Write stating experience and salary 
required. Box AW 334, L.P.E., 110, 
St. Martin's Lane, W.C.2 
LARGE MANUFACTURERS with West 
End offices require the services of a 
lady with experience in Produc- 
tion Depariment of an Advertising 
Agency Capable of dealing with 
control of co-operative advertising, 
block ordering and despatch, records, 
etc. Interesting position with good 
prospects Please state age, experience 
and salary required, to 
Box 4667 Ad. Weekly 180 Fleet St EC4 


ALERT YOUNG MAN (with National 
Service compleied) required in the Pro- 
duction Department of an expanding 
Advertising Agency Some experience 
desirable. This is a permanem pension- 
able post, with excellent prospects for 
a man with an aptitude for detail 
work combined with the drive neces- 
sary for this interesting branch of 
publicity Apply 
Box 4633 Ad. Weekly 180 Fleet St BC4 

PRODUCTION ASSISTANT required 
for London Publicity Consultants to the 
Eng neering Industry. Preferably be- 
tween 20-26 with some experience of 
block ordering, liaison with Printers, 
checking copy, ¢tc 
Box 4669 Ad. Weekly 180 Fleet St BC4 


ARTIST (Male or Female) For Sales 
Promotion Departmem of large manu- 
facturer. Studio in London, W.1. 5- 
day week Pension scheme. General 
education (minimum)—schoo! certificate, 
Practical experience display, planning, 
and construction. Advertisement design, 
lettering and finished artwork. Should 
be able to produce quick layouts. 
Knowledge of package design an 
advantage. Initia! salary, subject to 
annual increases, dependent on age 
and qualifications 
Box 4670 Ad. Weekly 180 Fleet St BC4 


TWO FIRST CLASS 


LETTERING 
ARTISTS 


REQUIRED BY 


HAWKE STUDIOS LTD. 
22 CHENIES STREET, W.C.1 


IMMEDIATELY 
e 


HOLIDAYS WITH PAY 
CAN BE ARRANGED. 
GOOD SALARY TO 
REALLY GOOD ARTISTS 


Apply with specimens to Norman 
Bannister, Studio Director, 
or "phone Museum 1181 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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May 14, 


1953 


APPOI 


PRODUCTION MANAGER required by 


West End Agency specialising in tech- 
mica! accounts Al.-round smal! agency 
expericnce essential, with full working 
knowledge of typography, print buying, 
process. ctc Phone REGent 1601. 

LETTERING ARIIST required by 
Commercial! Art Studio Fully experi- 
enced in colour and biack and white 
work for reproduction Excejjent 
Sa.ary 5 day week Telephone 
CROydon 3930 for appo.ntment 

A MASS-SELLING Nationa! Publication 
is seeking 2 young = advertisement 
representa.ive wilh a first class space 
selling record Ine position cals for 
a man with personality, ambition, ideas, 
enthusiasm and = determination lhe 


right man will have a good salary and 
wil have prospects 
Box 4680 Ad. Weekly 180 Fleet St EC4 


ARTIST REQUIRED in Bris.o!. Com- 
mercial man competent with engineer- 
ing and industrial subjects. Capabie of 
first class il.ustration, visual layout 
and detailed finished work for cata- 
logucs, manuals and brochures. App.y 
Technigraphic (Bristol) Ltd., Hampton 
Lane, Bris.o., 6 

REFOUCHER = required —tip-top) man 
Lonson Agency Must have thorough 
experience all classes of work—tech- 
nical subjects, wash drawings, etc 
ADi.ity more important than age 
State salary required 
Box 4639 Ad. Weckiy 180 Fleet St EC4 

£1,500 P.A. is offered wo experienced 
space salesman on leading London 
weekly. Applications should give age, 
educa.ion, and tui! List of previous 


positions held (including names of pub- 


lications) 

Box 46040 Ad. Weekly 180 Fiee: St EC4 
ADVERTISING: Assistant required for 
Advertsing Department of large com- 
pany near Raynes Park Should be 
good at design, layout, etc. and, above 
all, reliable Write age, experience, 
and salary required to H.C.M., 18 
Ihurioe Place S.W.7. 
YOUNG MAN, aienal Nationa! Ser- 
vice, required for Advertising Depart- 
ment of large Theatrical Group, Write 
giving details of age, past experience 

and salary required to 
Box 4635 Ad. Weekly 180 Fleet St EC4 
SPACE REPRESENTATIVE, fF irst-ciass 
experienced man accustomed to earning 
over £1,000 a year required by old- 
es.ablished publishers of official guides, 
handbooks and directories rite, 
Stating age, experience, cic., to 
Box 4636 Ad. Week:y 180 Ficet St EC4 
JUNIOR PRODUCTION ASSISTANT 
who has comp ected National Service, 
required by West End Agency 


knowledge of copy despatch, schedule 
maintenance, block ordering. Excellent 
oppor.unity for keen young man, 
Write details of experience and salary 
required 10 
Box 4646 Ad. Weekly 180 Ficet St EC4 
ACCOUNTS CLERK (femac age 25-40) 
required tor Accounts Department of 
a icading London Advertising Agency 
(Strand) Must have previous sim.lar 
experience, neatness, and accurate 
typ.ng. 9.30 to §.30. Salary £6—47. 
Write with full particulars to 
Box 4647 Ad. Weekly 180 Flee: St EC4 
DIRECI MAIL PUBLICITY. Old 
established firm require experienced 
man or woman a8 ORDER CLERK 
Competent to sce job through. Pro 
gressive and gemal post, good salary 
and prospects. Write fully in confidence. 
Box 4645 Ad. Weekly 180 Ficet St Ei 4 
A VACANCY occurs tor an ARTIST 
with experience in producing finished 
work of a general nature in the pre- 
paration of black and white advertise- 
ments 
Box 4652 Ad. Weekly 180 Fleet St EC4 
PRODUCTION ASSISTANT required 
Applicants should have agency experi- 
ence and be able to handle a group 
of accounts Write or phone for 
appointment Crane Pubiicity Lid., 
5/9, Quality Court, Chancery Lane, 
W.C.2. Tel: CHAncery 5287 


FIRST-CLASS AIRBRUSH RE- 
TOUCHER for engincering and gencra! 


retouching HOLborn 0534 

A VISUALISER/IDEAS MAN required 
by rapidly xpanding, medium sized, 
old established Advertising Agency 
This is an excellent opportunity for 
one who wishes to grow with the firm, 


but he must have had Agency experi- 
ence in the preparation of good, pre- 
sentab'c roughs covering technical and 

accounts Write Stating ¢x- 


required to 
eekly 180 Fleet St EC4 
layout First-class 


and d 
artist required. Progressive 


LETTERING 
experienced 
post. Five day week Bonus scheme. 
Box 4559 Ad. Weekly 180 Fleet St EC4 

ARTIST required, creative — commer- 
cial. Write stating exper 
Box 4681 Ad. Weekly 180 ‘Fleet St BC4 


APPOINTMENTS VACANT 


Northern 
Advertisement 
Representative 


A conscientious advertising man 
with ability to make contact 
with Agents and Advertisers at 
all levels, is required by Hulton 
Press as Northern Advertise- 


ment Representative for 
“HOUSEWIFE"’. He should 
either have previously sold 


space in the North of England, 
or have been employed in an 
executive capacity in a Northern 
Advertising Agency. He should 
now be resident in the Man- 
chester area, Applications will 


be treated in the most strict 


confidence, and should be 
addressed to: 
STAFF MANAGER 


HULTON PRESS LIMITED 
43/44 Shoe Lane, London, E.C.4 


LAYOUT AND LETTERING ARTIST 

good finished let.cring essential 

Know.cdge of airbrussing an advan- 
lage HOLborn 0534 

OLD ESTABLISHED CITY PRINTERS 
require Production § Assistant, 20-25 
Some experience of priniing and pro 
gressing work. To train as liaison be- 
tween customer and works, Full details 
and salary required to Box P67, Jack 
sons, c/o S54 Old Broad Stree., EC.2 

*ARTIST. General al! round man tfe- 
quired for our London Studio Only 
first class men capable of carning 
£1,000 p.a. need apply. Write in 
confidence giving age, cxpericnce, etc 
to 
Box 4654 Ad. Weekly 180 Fleet St BC4 

LETTERING ARTIST for first cass 
reproduction wor London Studio 
Holidays as arranged. Apply by letter 
giving age, experience and salary re- 
quired to 
Box 4685 Ad. Weekly 180 Fleet St BC4 

RETOUCHER. first class Retouching 
Artist required, mainly technical sub- 
jects Good pay and holidays as 
arranged Write fully giving age, 
experience and salary required, to 
Box 4686 Ad. Weekly 180 Fleet St EC4 

TWO GOOD JUNIOR GENERAL 
ARTISTS required Write or phone 
KNightsbridge 1987 Vale Studios 
Lad., 3 Harrington Road, South 
Kensington, S.W.7. 

GOOD SCOPE for man with initiative 
and ability to promote sales of well- 
established — technica! journals and 
unique annual directories Salary, 
expenses and commission. Write giving 
full details 
Box 4687 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


ITALIAN MANAGING DIRECTOR, 
aged 4) university degree, long experi- 
ence and know'edge Italian and Conti 
nena marke's secks interesting 
exccutive position with well established 
London firm 


Box 4657 Ad Weekly 180 Fleet St BC4 


CERZEI | CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS WANTED 


SHORTHAND.-TYPISTS. 
larics, Clerks, etc, If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Sureei, W ©.) 
(WHltehall $924) We specialise in 
efficient personne! 


YOUNG WOMAN bho'ding Nationa! Dip 


Private 


joma in ie.tering and in typography, 
secks position. Weil-cducated, keen, 
inieLigent. 
Box 4055 Ad. Weekly 180 Ficet Si bC4 
LAPERIENCED ADVERTISING MAN 
Lengtay agency experience includes 
contact Policy advising, production, 
layout, copy, art, biock and print 


buying, press rclauons and trade shows 

Ex naval officer and racing motorst 

Avaiable soon 

Box 4054 Ad. Weekly 180 Fleet St LC4 
ADVERTISING MANAGER of Natona 


Industrial ooncern secks appoimilment 
in similar capacity, London arca. Age 
27, married D.A.A. wih ycars 
posi-war experience ot campaigo 
planning, copywriting, direct mail, 
exhibitions, production Agen cx 
perience. Sa.ary required 1900 pa 
Box 4055 Ad. Weckly 180 Fleet St EC4 

EX-SERVICEMAN (21) secks post’) Ad 
verusing ctc. No experience, bul keen 
Box 4696 Ad. Weekly 150 Elect St bC4 

GENERAL ARTIST desires positon in 
Studio Technical subjects in iine oF 
colour preferred 


Box 4609 Ad. Weekly 
LAYOUT ARTIST (agency) plus tinished 

artwork. 10 years’ experience. Age 26 

with strong production background and 

print contro!) knowledge 

Box 46/6 Ad. Weekly 180 Fleet St EC4 
EXECUTIVE desires position as senior 

assistant 1© Advertising Manager of a 


180 Fleet St EC4 


nationa) advertiser Excellent adver- 

Using departmental and creative 

experience 

Box 4677 Ad. Weekly 180 Fleet St bC4 
A YOUNG (28) WOMAN of enthusiasm 

awaits EXBCUTIVE or PERSONAL 


ASSISTANT’S appo.ntment, alter 10 
years ascending business ladder, 
ing secreciarial and adminis 
rungs Has experience Of advertising, 
photography, interest in publicity, 
flair for arts and fashion, and |iking for 


people 
Box 4678 Ad. Weekly 180 Ficet St bC4 
SIUDENT. Viruc mind, abic © visualise; 
knowledge layout; keen copywriter 
wishes to join Agency to develop strong 
creative potential. Salary unimportant 
Box 4341 Ad. Weekly 180 Fleet Si EC4 


FREE LANCE SERVICES 


ralive 


COLOUR RETOUCHING, Industrial and 
landscape scenes. Free-lance requites 
commissions 
Box 4679 Ad. Weckly 180 Fleet St EC4 

EXCELLENT LETTERING cic Genera 
drawing. Also Pack designs. Competent 
artist can undertake work demanding 
good finish, at reasonable charges 
Box 4649 Ad. Weekly 180 Fiect St bC4 

FREE LANCE ARTIST speciasing in 
Retouching, Lettering and Figure who 
can hande additional! work picase ring 
CEN 8958 for appointment. (Only first 
class work is of any interest, accom- 
modation for one available 

1 WRITE THE WORDS woud sel 
Prompt copy service 14 year xpert 
ence Press Advertisements, sa etters, 
literature. F. W » 26 Oxw Way, 
London, S.W.16 

EXTREMELY COMPETENT | Lance 
Letterer and Designer in any medium 
urgentiy requires commissicr Phone 
ENFicld 2501 

WEEKLY PERIODICAL requires 
occas onal services of free amy art st 
t illustrate wide range { feature 
materia! Apply. with reproduced 
specimens of recent work, t 
Box 4520 Ad. Weekly 180 Ficet St BC4 


SIRPI-(H. de la Chassa P. F 
Gomez Homen), Internat Servic 
Agency, Via Visconti di Mudronce, 6, 
Milan. 

OFFSET LITHO PRINTING. Highest 
quality work at competitive prices 
Broadsheets, Brochures, Labes, Show- 
cards, etc. The West Yorkshire Print- 
ing Co., Ltd., George Street. Waketicid 
Telephone 3438/9. London Agent: H 


Ridgeway, 148 Strand. Temple Bar 8103 


’Phone your Classifieds to CHA 8814 (Ex 25) 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


DIRECTORSHIP 
leading to 


OWNERSHIP. 


An opportunity exists for a 
capable experienced advertis- 
ing executive to acquire a 
directorship in a small, fully 
recognised, old-established Ad- 
vertising Service Agency in 
London, with a view to 
eventual takeover. 

Capital is not essential until 
such time as it is desired to 
buy out existing owners, but 
applicants must be able to 
develop the business and be 
capable of contacting and 
servicing new business. Re- 
muneration according to 
results. Write in strict con- 
fidence to: 


Box 4675 
Advertiser's Weekly 180 Fleet 81 ECE 


WANTED. Alive Lancashire or Yorkshire 


Evening Paper to contact me with a 
view to increasing circulation this 
Autumn, This is a genuine advertise 


ment 
Box 4658 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-litho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LID. 

Fine Colour Printers, Bournemouth 


Telephone: Boscombe 36835 
London Office: 98-100 Fleet S., E.C.4, 
Phone: CENwa)l 1740 


LONDON OFFICE facilitics offered to 
reputable Provincial Printing House by 
Company in Shaftesbury Avenue (near 
Piccadilly Circus) with existing clientele 
and well experienced in negotiating for 
commercia! and = publicity printing 
orders Write 

Box 4659 Ad. Weekly 180 Fleet St BC4 


TWO FREE LANCE ARTISTS § are 
offered furnished rent-free studio in 
premises of West End Agency in 


return for assistance with 
layouts Considerable 
finished art work wil) be 
agreed prices 
Box 4660 Ad. Weekly 180 Fleet St RC4 
WELL ESTABLISHED and rapidly ex 
panding SIGN, DISPLAY AND SILK 
SCREEN PRINTERS require § addi- 
tioral Capital of approximately £1,000. 
Directorship and Salary available 
Might suit Practical Silk Screen Printer. 
West End Area 
Box 4661 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


amount 
purchased at 


FREE LANCE ARTIST has fully fur 
nished studio—good  lighting—-Board 
and paper cabincts——-willing to let part 
2 uns. per week, Phone HOLborn 1367 

iWO ROOMS, Fiect Sweet Area. Very 
good light 
Box 4662 Ad. Weckly 180 Pleet St BC4 


CENTRAL FLEET STREET, 4 offices 
let approximaicly SSO) «square feet 
Third and fourth floors 
Box 4674 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


SPECIAL OFFERS. Duplicating paper 
water marked white 4to. 7/9, foolscap 
9/9, tinted &o 8/9; foolscap 11/3. 


Favelopes 34 x 6 manilia 9/9; 


14/6, 9 x 4 mailing 16/6; quantity dis- 
counts, Metycican, 13 Monmouth Street, 
Shaftesbury Avenue, W.C.2 
6332/3 

PIN-UPS for Advertising Agents, Maga 
zines and Calendars. Continual supply 
available-—-Particulars, Philip Gotlop 
Photographs Lid 24 Kensington 


Church Street, W.8. WEStern 4130 


a iii ee | 
| —— A 
| a | ——_—— : 
| : 
es | a 
| 
| Re 
__ ————~f i 
| ; 
hl —— 
a 
i 
——— a ; 
| im 
- 
vi 
a 
— “ 


ae = he oS 


— 


he 


free sites 
at point- 
of-sale 
gladly 


given! 


Thousands of 


A last-minute reminder of your product 


a Rediern 


just when the buyer is spending her money. 


Advertising Rubber Mat works for you 


itself 


These valuable * reminder sites’ 


That is how 


in the shop, on the counter 


are there waiting for you~ and 


every one is free. Shopkeepers appreciate attractive and useful Redfern 


Mats and use them continually because they are part of the shop furnish- 


ings. Redfern Advertising Mats can incorporate any 


trade-name, mark or slogan in 


of colours. 


any combination 


DOOR MATS * FLOOR MATS * COIN MATS 


DARTS MATS * BOWLS MATS 


Write for this folder containing details of 


these permanent point-of-sale reminders. 


They mean more sales for you. 


REDFERN 


ADVERTISING RUBBER MATS 
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PRESS PLANS FOR CORONATION 


Latest news of Coronation specials : 
Highlight of “Daily Express” 
programme is “Coronation Glory,” 
paper book, 
size 104 in. x 8 in. with pictures 
on every page. A “Pageant of 
Queens” from the time of the first 
Elizabeth will be lavishly illustrated, 
and last 50 pages will consist en- 
| tirely of pictures, many in colour. 

The “Evening Standard” has 
announced its souvenir book of six 


issues of the paper. The “Sunday 
Express” will run several larger- 
size issui with Coronation 


thoughts by Duke of Windsor. 

Associated Newspapers report 
big demand for “Daily Mail's” 
“Golden Book of the Coronation” 
and its 64-page gravure printed 
issue, “The Coronation.’ 

Feature of “Daily Sketch” Coro- 
nation Cuttings’ Book is £100 cash 
prize offered for children. “Eyven- 
ing News” Coronation Souvenir 


Set, incorporating six issues, 
will be sent post free to any 
address together with embossed 


card bearing name of sender. 

“Daily Telegraph” is concentrat- 
ing on three Coronation supple- 
ments on June 1, 2, and 3, the last 
to be complete pictorial record of 
the Coronation. 

“Daily Herald” will be running 
Coronation features right up to the 
event, and ambitious features for 
“The People’ now being prepared. 

Sunday newspapers in Kemsley 
group—"Sunday Times,” “Sunday 
Graphic,” “Empire News,” “Sunday 
Chronicle,’ “Sunday Mail” (Glas- 
gow), and “Sunday Sun” (New- 
castle)—are planning supplements 
or special issues during Coronation 
period, and similar effort is being 
made by group's morning, evening, 
and weekly newspapers in provinces. 
Several of group's provincial dailies 
will be publishing special sections 
for a week or more before the 
Coronation with the emphasis 
equally on local and national plans, 
and many distinguished writers and 
artists will be contributing. 


POSTER SHOW IN 
DUBLIN 


The travelling exhibition of 200 
selected designs from the recent 
International Poster Design Com- 
petition, sponsored by the British 
and London Poster Advertising 
Associations, is now being staged 
in Dublin by David Allen & Sons 
Ltd., under the patronage of the 
Publicity Club of Ireland. 

One of Ireland's leading archi- 
tects, Michael Scott, who opened 
show, regretted that Ireland was not 
represented in the 200 exhibits, add- 
ing that he did not think standard 
of poster art in Dublin was high. 
Mr. Scott also deplored use of the 
“commercial art’: there were 
three kinds of art—good, medium 
and poor. It was unfair to artists 
to have coined the label “commer- 
cial art.” 

W. E. D. Allen, chairman ot 
David Allen & Sons, thanked Mr. 
Scott for performing the ceremony. 
Speakers were introduced by A. 4. 


Gairn, Dublin manager of David 
Allen's. 

At conclusion of the Dublin show- 
ing the exhibition is to be trans- 
ferred to Belfast before being 


movec on to Torquay. 


E.C.4 


DEATH OF H. J. JEWELL 


Death announced of Henry James 
Jewell, one of the first railway ad- 
vertising gers to be 
He served old Great Northern Rail- 
| way in that capacity prior to the 
1914 war. 

After first world war his activities 
were largely concerned with ship- 
ping and he was also a director of 
the Photochrom Co., Ltd. 


REGENT CLUB CUP 
AWARDS 


Annual awards presented § at 
annual meeting of Regent Advertis- 
ing Club last night (Wednesday): 
Saward Cup (essay on PR campaign 
for advertising), Philip Barron; 
Higham Cup (essay on differences 
between advertising, publicity and 
PR), Richard Blomfield, of Mather 
& Crowther; “World's Press News” 
essay = competition, 1. D. W 
Saunders, of Fort Dunlop, 2. David 
J. Mercer, of Charles E. Gilbert 
Ltd., 3. W. L. Walters-Page, of 
Abbey Display itd. G. M. B. 
Tyas, of British Insulated Callen- 
der’s Cables Ltd., presented with 
Pemberton Cup for his work for the 
Club during the year; runner-up, 
H. W. Pope, of Allardyce Palmer. 


A. R. Thompson, co-managing 
director of A. R. Thompson and 
Partners, the Hove  advértising 
agency, has been appointed to co- 
ordinate the activities of the press, 
publicity and special events depart- 
ments at the Festival Pleasure 
Gardens, Battersea. His title will be 
publicity and press manager. He 
will be assisted by G. A. E. Stephen- 
son who was in the public relations 
department of the Festival of 
Britain. Sydney Bull and T. J. 
Noble retain their positions of press 
officer and special events officer 
respectively. 


Minnesota Mining & Manufactur- 
ing Co., Ltd., are marketing a new 
magnetically coated film for cinema 
sound = recording. Campaign in 
cinema and allied trade papers is 
— handled by G. Street & Co., 

td. 


The Republic's 
newspapers “Irish Times,” “Irish 
Press” and “trish Independent” had 
stands at the Royal Dublin Society's 
Spring Show. The “Farmers 
Garvette” also had a stand. 


three national 


First issue of “Pig Farming” 
Is. monthly published by Pig Publi- 
cations Ltd., of Ipswich—out to- 
morrow (Friday). Widely advertised 
in farming press, provincial dailies 
and weeklies. Print order 30,000. 
Advertisement manager S._ PF. 
F orton. 


Magazine page is latest feature of 
“Irish Times.” The first carried 
articles of interest to women, serial 
thriller, recipes, notes on gardening 
and household pets, beauty hints 
and a serial story in Irish. Three 
strip cartoons also featured. 


(Phone: Chancery 8844.) 
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